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THE NATIONAL NEWSPAPER OF MARKETING . 


Newspapers National Ad Volume 
Hit Peak in ‘52; Predictions Rosy 


But Problems Abound: 
Magazines Went Ahead 
and Profits Shrank 


New York, April 22—The an- 
nual meeting of the American 
Newspaper Publishers Assn. was 
not so immersed in gloom about 
mounting costs that the publishers 
weren’t cheered by the news today 
that national advertising volume. 


For other news of the ANPA 
convention see Pages 2, 3, 6, 10, 
62 and 71. 


set an alltime high of $526,058,000 
last year—a gain of $13,000,000, 
over 1951. 

Stuart M. Chambers of the St. 
Louis Post-Dispatch, board chair- | 
man of the Bureau of Advertising, | 
also said that total newspaper ad- 
vertising last year has been esti- 
mated at $2,309,000,000—a figure 
which includes national, co-op, re- | 
tail and classified. 


'and more of that great capacity of 


= But what was not too cheering 
was that the new national volume | 
record wasn’t quite good enough to | 
top the $552,698,740 figure (up 
from $511,000,000 in 1951) credited | 
to all magazines. It was the first | 
time since 1948 that newspapers | 
have had to eat the dust of front- | 
running magazines. 

“With dollar volume at an all-| 
time peak and national linage_ 
climbing back toward 1950’s all-| 
time peak,” said Mr. Chambers, | 
“everyone will agree that busi-| 
ness at the moment is pretty good. | 
And so far as we at the bureau can | 


$2 billion 


ascertain, business will probably 
continue to be good for at least 
the immediate future.” 

National ad volume’s $526,000,- 
000 included $120,000,000 from 
grocery linage, $97,874,000 from 
automotive, $51,525,000 from al- 
coholic beverages and $43,049,000 
from toilet requisites. 


s Last year, said Mr. Chambers, 
was the seventh consecutive time 


/newspapers reached a record high, | 


and the second straight year which 
saw the figure go over the half- 


‘billion mark. The 1949 figure was | 


$499,000,000. 

“Our total advertising revenue, 
too, has moved. along to new 
heights,” he added, “exceeding the 
level for the second 
year in a row.” 

Mr. Chambers said newspapers 
should get ready for the time, 
eight to 12 months hence, baad 
“a goodly part” of the U. S. de- 
fense program will have been ac- 
complished. Then, he said, “more 


| 
| 


our factories will be turned to 
making goods for the private con- 
sumer.” 


s “This will pose a very serious 
question of who is going to buy 
these goods,” he continued. “They 
may be hard to digest and may 
give some of our manufacturers a 
severe case of tummyache, but for 
such ailment there is a very suc- 
cessful remedy—advertising.” 

It was his view that newspapers 
will occupy a favorable strategic 
position among advertising media, 


(Continued on Page 8) 


NBC's New Hot Weather Radio Sales Plan 
Draws Fire from Station Representatives 


New York, April 24—The spot 
and network radio boys are at it) 
again. | 

Fireworks flared up this week | 
as a result of a new summer ra- | 
dio sales plan in which National 
Broadcasting Co. proposes to of-. 
fer advertisers one-minute par-| 
ticipations in six 30-minute eve- | 
ning programs. The blueprint for) 
the incentive offer for warm) 
weather sponsors was forwarded | 
to affiliates last week in a letter. 
from NBC v.p. Harry Bannister. 

An immediate counter salvo 
came from Reg Rollinson, director 
of advertiser relations for the Sta- 
tion Representatives Assn., who 
charged that “stations were being 
asked to tie up large amounts of 
time with the possibility of secur- 
ing minimum revenue.” 


s Mr. Bannister’s letter painted a 
rather dreary picture of the sum- 
mer radio scene. About the only 
silver lining envisaged through the | 
clouds was. business’ secured 
through “special offers.” 

After pointing out that the “per- 
ennial problem of summer ra- 
dio sales...will be tougher than) 
ever this year,” the NBC execu-. 
tive wrote: “We have to face up) 
to the fact that, come June orJuly, | 


_we are going to have substantial 


| getting ready to spring a series of 


/ summer customers. 


amounts of evening time open on 
interval. We also know that there 
is going to be money available for 
summer advertising on network 
radio. And we know that the mon- 
ey will be spent on the basis of 
special summer offers in network 
just as summer spot campaigns are 
now being bought and sold on the 
basis of special offers. 


s “Finally, we have every reason 
to believe that our competition is 


special summer offers, sewing up 
advertisers first and announcing 
the plan later.” 

Mr. Bannister did not say what 
it is the competition is about to 
spring. CBS Radio, American 
Broadcasting Co. and Mutual 
Broadcasting System all assured 
ADVERTISING AGE they have no se- 
cret strategy afoot for snaring 
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CARTOON SERIES—Lichty cartoons are be- 
ing used to illustrate a new series of ads 
in Newsweek and Time for Ebco Mfg. Co., 


Columbus, O., maker of Oasis water cool- 


ers. Geyer Advertising, Dayton, is the Ebco 
agency. (Joke line: “I don’t know what we'd 
do without this Oasis Water Cooler.’’) 


Rayve Advertises 
Again; Uses MBS; 
No Agency Involved 


New York, April 
Creme shampoo, out of national 
advertising for a couple of years, 
is coming back. 

Beginning May 18, Rayve, a 
product of the Pepsodent division 
of Lever Bros. Co., will have two 
participations nightly on each of 
the five shows in the MBS “multi- 
message” plan strip. Time and 
talent costs will run $15,000 a 
week. 

The Rayve business was placed 
direct. When the shampoo was last 
active in advertising, J. Walter 
Thompson Co. was the agency. No- 
body at Lever would say when or 
if an agency would be assigned to 
the product. 


24—Rayve | 
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Who Is Mr. Hardy’s Source? 


Admen Told They 
Can Take Pride 


in Their Work 


Cunningham, Reed Tell 
_ How Advertising Has 
| Won Greater Respect 


| | 
WHITE SULPHUR SPRINGS, W. VA., 
April 24—Advertising men can. 
\stop skulking and walk worthy of. 
the vocation to which they are 
called. 

That was the essence of two 
speeches delivered here today by 
John P. Cunningham, executive 
v.p. of Cunningham & Walsh and 
retiring chairman of the American 
| Assn. of Advertising Agencies, and 
Vergil D. Reed, v.p. and associate 
director of research of J. Walter 
Thompson Co. They spoke to the 
Four A’s annual meeting here. 

Mr. Cunningham sketched in the 
_types of criticism to which adver- 
_tising is subjected, adding that it 
_is being defended by: the Four A’s 
interchange, the Advertising Re- 
search Foundation, the Advertising 
| Council and most of all by the eco- 
|/nomic miracle going on around 
|them which they had a hand in 
creating. 


'@ He sees some promising signs: 


the gradual elimination of the | 
‘middleman, and the dwindling | 
‘need for personal salesmanship. | 
The need for salespeople in all) 
| fields has been reduced 25% since | 
1940, he said, pointing to the growth | 
of the supermarket and the grad- 
ual disappearance of door-to-door 
salesmen. Advertising is doing the 
job of the salesman, Mr. Cunning- 
ham thinks, and “the economists’ | 


(Continued on Page 68) | 


\ AFA Can't Back Up 


Controversial Pamphlet 
May Not Have Gone Out 
from Reference Service 


By Stanley E. Cohen 

WASHINGTON, April 24—“A mem- 
ber of Congress (at the request of 
an advertising leader friend) put 
through a routine request to the 
Legislative Reference Service of 
the Library of Congress. He said 
he wanted to make a speech on 
advertising and needed _back- 


|ground material for it. 


“This manuscript is what he got 
back.” 

Under this covering letter, the 
Advertising Federation of Amer- 
ica is circulating copies of a docu- 
ment called “Economic Aspects of 
Advertising,’ which takes adver- 
tising apart in no uncertain (and 
decidedly uninformed) terms (see 
Page 65). 


® Because this document is such 
a patently inept piece of work, 
ADVERTISING AGE has made a spe- 
cial effort to learn the history of 
“Economic Aspects of Advertis- 
ing.” 

It is quite a story. 

It looks as if AFA would have a 
hard time proving that the ma- 
terial was ever sent out. The refer- 
ence service categorically denies it 
ever provided the document to a 
member of Congress. Also, the ma- 
terial reached AFA from Ralph W. 
Hardy, v.p. for legislative service 
of National Assn. of Radio & 
Television Broadcasters, who is 
unwilling to indicate a specific in- 
stance where it came out of :the 
library under a routine inquiry. 

The material turned over to 
AFA came after a meeting in New 
York involving a number of ad- 
vertising groups, at which Mr. 
Hardy apparently was trying to 


/prove the need for a more active 


(Continued on Page 65) 


Borton Says AFA 


Last Minute News Flashes Has Not Decided 
Caples Gets Rock Island Account Once Again 


Cuicaco, April 24—For the third time in the past seven years, the | 


At any rate, to get a jump on the) 
competition, Mr. Bannister told the | 
stations that NBC has designed a| 


_plan covering six evening half-, 


hours—each to have three partici-| 
pations. An advertiser can buy one 
or more participations in one or 
more programs at a gross time 
charge of one-sixth of the hour) 
(Continued on Page 4) 


Chicago, Rock Island & Pacific Railroad has appointed the Caples Co. 
to handle its advertising. In December, 1946, the railroad switched its 
account from Caples to Roche, Williams & Cleary; two years later, 
Caples was reappointed. Then, in October, 1951, the account went to 
Henri, Hurst & McDonald, and at that time the Rock Island launched 
an institutional ad campaign, designed to sell itself to the public as 
“Your Railroad” (AA, April 14, 52). Effective May 10, Caples will once 
again be the agency. 


Howrey Okays Agenda for Meeting with Admen 


WaAsHINGTON, April 24—-Federal Trade Commission’s new chairman, 
Edward F. Howrey, has okayed the agenda for another meeting with 
advertising groups planning closer relationships with the commission 
(AA, March 30). Encouragement from FTC’s new chairman indicates 
industry and the. commission will soon agree on plans for a regular 
schedule of conferences at 45-day intervals. 


Coprox Leaves Kastor, Farrell for Hilton & Riggio 
New York, April 24—Coprox Inc., maker of cement coating to pre- 
vent dampness, has switched its account from Kastor, Farrell, Chesley 
& Clifford to Hilton & Riggio. 
(Additional News Flashes on Page 69) 


What It Will Do 


New York, April 24—Elon Bor- 


ton, president of the Advertising 
| Federation of America, told AA 


today that ‘“‘we haven’t decided yet 
what course of action will be tak- 
en, if any.” 

He added that “we took this on 
good faith from a source we think 
reliable, and that source still 
stands by his original statement.” 

Mr. Borton said that references 
to the controversial manuscript 
were made in an AFA mailing to 
part of its membership, and in a 
mailing to some non-members. The 
latter mailing solicited sustaining 
memberships and, as one selling 
point, said such membership 
would, in effect, help the AFA 
protect “against the possibility 
that the philosophy of the enclosed 
manuscript” would replace adver- 
tising on the American scene, 
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Lennen & Newell Seeks Creative Head 


as O'Meara Leaves to Write Novels 


New York, 
O’Meara this week quit Lennen & 
Newell as its creative head. He’s 
going to be a novelist. 

After weeks of rumor (AA, Feb. 
23), the news became final this 
week. In the beginning, Mr. 
O’Meara came to the new agency 
of Lennen & 
Newell on the 
premise that he 
would be free to 
do a good deal of 
writing. L&N ar- 
ranged a varia- 
tion of the “six- 
and-six” deal he 
had enjoyed at J. 


“Ngee 


a © 


Walter Thomp- 
son Co.—the new 
Wolter O'Meara Senior v.p. and 


executive direc- 
tor of creative departments (as the 
mouthfilling title went) would 
come into the office on Tuesdays 
and Thursdays. 

Meetings would be set up to co- 
incide with the O’Meara schedule. 
Thus Mr. O’Meara could continue 
to write, and still give the new 
agency the benefit of his creative 
talent and reputation. 


® However, the deal didn’t quite 
work out. Lennen & Newell caught 
two big chunks of business— 
Schlitz Brewing Co. and Emerson 
Drug Co.—and existing accounts 
expanded. The new agency had or- 
ganizational problems. And Mr. 
O’Meara found that he was spend- 
ing far more time in the office 
than he had bargained for. 

It was expected that, in order to 
permit Mr. O’Meara the time to 
work on his novels which he de- 
manded, the copy department 
would be organized with a direc- 
tor who would operate the depart- 
ment during the periods in which 
its executive director was either 
writing in Connecticut or away in 
Arizona. 


For this purpose Maitland Jones 
—who had been O’Meara’s lieu- 
tenant at Benton & Bowles and J. 
Walter Thompson—was brought in 
from Hutchins Advertising. 


® In February, it was apparent 
that this arrangement had hit a 
snag. Maitland Jones departed, 
and shortly thereafter joined Sulli- 
van, Stauffer, Colwell & Bayles. 
His boss had left on his vacation, 
and the question was raised as to 
his plans to return to the agency. 

H. W. (Hike) Newell, president 
of L&N, asserted that iMr. O’Meara 
would return, adding, however, 
that he would probably be working 
in what amounted to a consult- 
ant’s capacity. 

Last week, when Mr. O’Meara 
came back from his stretch in Ari- 
zona (he has a house at Sasabe, 
nearly on the Mexican border, a 
town which has one telephone in 
the general store), it became clear 
that even the consulting arrange- 
ments would be unworkable. 


@ What the retired creative man 
wants to do is to write novels. 
Anything else is largely secondary. 
He told AA: “I never wrote any- 
thing worth while until after I 
left Benton & Bowles. Some peo- 
ple seem to be able to write after 
commuting to Scarsdale, but I nev- 
er could.” 

He has no plans for another 
agency connection. The one project 
he has firmly in mind is the con- 
clusion of a novel, of which about 
350 pages are now completed, and 
which will involve a month’s re- 
search in Spain this fall. 

During the period between his 
job with Benton & Bowles and his 
joining JWT for a second hitch, Mr. 
O’Meara worked on three adver- 
tising projects on a fee basis. Two 


April 22—-Walter | 


of the clients were Columbia 
Broadcasting System and William 
Esty Co. (“largely an organiza- 
tional problem’’). 

“It is likely that he will work on 
similar assignments in the future, 
for Lennen & Newell among oth- 
ers. “After all,” says Mr. O’Meara 
with a grin, “you’ve got to eat, 
too.” 


® As for the relation of a novelist 
to the agency business, the former 
adman tries to make his feelings 
clear. “I’m regarded as a little 
strange in the agency business,” 
he says ruefully, “but I just feel 
that I’ve got to get these things 
written. I don’t know if they’re 
any good. But I’ve got to write 
them.” 


He contrasts the money in ad- 
vertising copy (“you certainly get 
paid for it’) and in serious writ- 
ing (“you don’t do it for the mon- 
ey”). And he concedes that adver- 
tising writing is hard. “When I 
started writing fiction,” he re- 
calls, “they kept telling me to stop 
compressing the stuff. I’d been 
trained to hold it down.” 


@ There have been reports that 
Mr. O’Meara’s leaving the agency 
was caused by friction with Adolph 
J. Toigo, general manager of Len- 
nen & Newell. Not so, he said, al- 
though he conceded that his views 
and those of Mr. Toigo were not 
always the same, that he had no- 
tions of setting up “a J. Walter 
Thompson kind of shop,” and 
Toigo wanted an organization more 
like Esty—from which Toigo came. 

“In the agency business—partic- 
ularly setting up a new agency— 
there are always honest differ- 
ences of opinion,” Mr. O’Meara 
said mildly, and did not return to 
the subject. 

Lennen & Newell will be look- 
ing for a replacement for O’Meara. 
“We're looking for a_ topnotch 
man,” Hike Newell told AA. 


10% for Research 
Is One Requirement 


for Ads’ Accounts 


Sat Lake City, April 21—Ads, 
which is the name of a new agency 
here, has announced some pretty 
stiff entrance requirements for ac- 
counts. 


Ads has established the policy, 
it says, of accepting accounts only 
if it can be determined why the 
public buys the products involved. 
Also, it is recommending that 10% 
of all budgets be used for research. 

J. Dohn Lewis, formerly with 
Jarman & Skaggs, is head of the 
new agency located in the Law- 
yers’ Professional Bldg. With him 
are William M. Johnson, produc- 
tion and art director; Kay E. 
Wright, display and animation di- 
rector; William M. Little, public) 
relations head, and June Thomas, 
office manager. 

Bon chance! 


Plymouth Backs ‘ABC Album’ 


Plymouth Motor Corp., division 
of Chrysler Corp., Detroit, has be- 
gun nine weeks of sponsorship of | 
the new “ABC Album” TV series | 
on American Broadcasting Co. The | 
company has heretofore used only | 
spot TV commercials, and has 
sponsored such events as the East- 
West football game in December, | 
1952. The name of the ABC-TV se- | 


j 
| 
| 


ries may be changed to “Plymouth | | 


Playhouse.” 


Hill Joins KGER, Long Beach 


alina, has joined KGER, Long 


Beach, as an account executive. | 


REFLECTION—The fact that National Outdoor Advertising Bureau billings were up 
6% in 1952 seems to be mirrored on the faces of these men who attended the annual 
meeting of NOAB directors in New York. From left: John Johns, v.p., Batten, Barton, 


Durstine & Osborn; Harrison Atwood, 


executive committee chairman, McCann- 


Erickson, and Ernest A. Jones, v.p., MacManus, John & Adams. 


NOAB Billings 
Rose 6% in ‘52 


New York, April 21—Total bill- 
ings at the National Outdoor Ad- 


vertising Bureau last year topped 


those of 1951 by more than 6%, it 
was announced here at the annual 
meeting of bureau directors. No 
dollar figures were made avail- 
able. 

The session also heard that 
“changing traffic patterns caused 
by the building of new and im- 
proved routes and streets have 
caused relocation of poster panel 
locations at a higher frequency 
than ever before in the history of 
the industry.” 

John M. Paver, NOAB president, 
said most of the relocations were 
being made with “the new stand- 
ard all-steel and aluminum alloy 
panel sponsored by the Outdoor 
Advertising Assn. of America.” Mr. 
Paver added that the new panels 
“are making it possible, because of 
their more pleasing appearance, to 
lease locations previously unavail- 
able.” 


s Mr. Paver also reported that the 
outdoor market is changing be- 
cause of the continued trend to 
suburban living and the growth of 
huge shopping centers in such 
areas. 

He told the meeting that the out- 
door industry last year contributed 
13 billion advertising impressions, 
worth an estimated $1,400,000, to 
civic, charitable and educational 
groups. This public service effort 
did not include local and regional 
campaigns supported by individual 
plant operators. 

Four new directors were elected. 
They are: William R. Baker Jr., 
board chairman, Benton & Bowles; 
Leonard Gessner, partner, Fitz- 
gerald Advertising Agency; Ernest 
A. Jones, v.p., MacManus, John & 
Adams; and Henry G. Little, pres- 
ident, Campbell-Ewald. 


IT’S COOL—W. L. Stensgaord & Associ- 
Carl Hill, formerly Long Beach, ates, Chicago, produced this summer dis-| 
Cal., representative for KBIG, Cat- play for Arrow shirts (Cluett, Peabody & 


transparent ice blue plastic. 


‘| 


Nielsen Data Now 
Covers Non-Home 


Radio Listening 


Cuicaco, April 22—A. C. Nielsen 
Co. has released a report on all 
types of non-home radio listening, 
and its contribution to the over-all 
coverage for the medium. 

Automobile listening, according 
to the survey, adds about 6.5% tc 
in-home listening on weekdays 
(average 6 a.m. to midnight) and 
10.6% on weekends. All types of 
non-home listening combined adds 
about 11.9% to in-home listening 
on weekdays and 14.8% on week- 
ends. 

Figures also are available for the 
fluctuation of listening by hours 
of the day. According to the re- 
port, the range is 3.9% for auto- 
mobile listening, weekdays, 8-10 
p.m., to 31.5% for total non-home 
listening, weekends, 3-4 p.m. The 
report also covers variations by 
territories and data for each hour 
of the day on audience composition 
(percentage of men, women and 
children). 


s Similar but somewhat less de- 
tailed data are reported for non- 
home TV viewing. 

A special edition of the report 
will be released to all radio and TV 
stations and will be available at 
the convention of the National 
Assn. of Radio and Television 
Broadcasters April 28-May 1 in 
Los Angeles. 

The complete edition is being 
mailed to Nielsen Coverage Serv- 
ice subscribers. 

According to A. C. Nielsen, the 
project involved “detailed, expert 
investigations of the listening and 
viewing habits of 164,000 persons 
in 67,000 families, located in over 
3,000 counties throughout the U. 8S.” 


Ads Boost Ist TV ‘Hamlet’ 


Hall Bros. Inc., Kansas City, 
maker of Hallmark greeting cards, 
used dailies in 45 cities and 106 
college newspapers in the same 
areas to promote the Maurice Evans 
performance of “Hamlet” on its 
{Hall of Fame program over the 
NBC television network, Sunday, 
April 26. The special two-hour 
performance is the longest dramat- 
ic performance ever offered on 
|television in the U. S., the company 
says. Foote, Cone & Belding, Chi- 
cago, is the agency. 


Catalog Services Holds Meet 


The Catalog Services Assn., New 
York, composed of companies pro- 
viding services for the design, pro- 
duction and distribution of manu- 
facturers’ catalogs, will hold its an- 
nual meeting at the Homestead, 
Hot Springs, Va., April 30. 


Paper Box Assn. Elects 


| William H. Walters, president 

of the U. S. Printing & Lithograph 
|Co., Cincinnati, has been elected 
| president of the Folding Paper Box 
|Assn. of America, Chicago. 


Harre Leaves WCFL 


, because of ill health. 


Art Harre has resigned as gen- 
Co.). The piece is 25” high and made of eral manager of WCFL, Chicago, 
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No-Pack Mat for 
Newspapers at 


Field-Test Stage 


New York, April 22—Highlights 
of the mechanical research pro- 
gram of ANPA’s mechanical re- 
search department, now in its fifth 
year, were outlined at today’s ses- 


ANPA Convention 


sion of the newspaper publishers’ 
convention by William Baumruck- 
er Jr., committee chairman, and C. 
M. Flint, research director. 

The no-pack mat, cited in the 
report as the most important single 
project under consideration, has 
progressed to a point where field 
tests are currently under way. It is 
expected within the next few 
months that the mat will be of- 
fered to a number of interested 
newspapers. 

The no-pack mat is designed to 
eliminate packing operations in 
stereotype molding. 

Progress of the high-speed etch- 
ing program has reached a point 
where the research laboratory has 
two possible solutions under con- 
sideration. A cooperative agree- 
ment has been signed with Dow 
Chemical Co. on a similar pro- 
gram it started three years ago. 
When completed, the project is 
expected to provide a high-speed 
method of etching newspaper half- 
tones, line cuts, or combination 
plates without the powdering op- 
eration. 


s Application of dry offset to the 
production of newspaper supple- 
ments and for use of small news- 
papers with circulations of 10,000 
or less is reported to be progress- 
(Continued on Page 71) 


Talls Associates 
Formed to Look Up 
to Lanky Lasses 


New York, April 21—What do 
you see when you look at a tall 
girl? 

Well, Talls Associates Inc. sees 
figures—round ones, like 4,000,000 
gals spending about $1 billion an- 
nually for apparel. 

Talls is a new cooperative group 
of manufacturers which will “glo- 
rify the tall girl and take her out 
of the freak category that many 
of them are now made to feel they 
are in.” The group will develop 
brand-consciousness through a 
“seal of approval.” It will promote 
the seal through ads in magazines, 
newspapers, radio and TV, and 
business publications. 

The group will also use publici- 
ty, and a publication it will call 
“Tall Topics.” The latter will fur- 
nish news of tall fashions, reprints 
of member manufacturers’ adver- 
tising, layouts and copy for retail 
ads, instructions for getting pub- 
licity, and a listing of participating 
manufacturers. 


# Then there’ll be an educational 
drive “to help the tall girl feel she 
can go out as a normal shopper.” 
Magazine advertising and tie-ins 
with tall, well-known’ glamor 
girls will be used. In addition, 
Talls will provide fashion shows 
for TV and motion picture news- 
reels. 

Manufacturers who want in on 
Talls Associates will pay $2,000 a 
year, or $1,250 for six months. Ani- 
ta Abbott, buyer in the tall-girl 
field, will act as director of the 
group, which was launched by 
Mortimer Reuben, president of 
Ardmor Coats; Wilma Bell of Ma- 
demoiselle, and Lawrence Kane, 
president of Lawrence Kane Ad- 
vertising Agency. 
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ANPA Unit Asks: 
What's Public Policy 
in PO Operations? 


New York, April 22—“The only | 
fair and just method of fixing) 
rates is to reach a determination | 
as to what part of the Post Office | 


ANPA Convention 


Me | operations constitute public pol- 


NAPKIN ADS—Revlon Products Corp. is us- 

ing printed napkins like these for its In- 

delible-Creme lipstick. Erving Paper Mills, 

Erving, Mass., produces and prints the nap- 
kins. 


Weed Finds Blanket 
Spot TV Campaign 
Costs $22,453.75 


New York, April 24—You’re a 
sponsor with a very special 20- 
second spot which you want car- 
ried in choice time, one time only, 
on every TV station in the U. S. 
(162 as of April 15, counting two 
Mexican outlets near the border). 
How much would it cost? 

Take the word of Peter B. James, 
manager of Weed Television, video 
station representative, who fig- 
ures the bill for this one shot at 
$22,453.75. The going price for 20- 
second announcements in Class A 
time ranges from $20 to $875, for 
an average of $138.60. 

A similar campaign blanketing 
video USA in November, 1951, 
when Weed last analyzed station 
rate cards, was priced at $15,149 


for 109 stations in 64 markets or) 


an average of $138.98 per shot— 
38¢ more than today’s figure. 


s Other statistics put together by 
Mr. James during his slide rule 
session: 

Of the 162 stations, 139 are old- 


style v.h.f. and 23 are on the “new” | 


eS icy—regardless of cost of hand- 
~ | ling; to eliminate those public pol- 


‘icy expense items in determining 
the proper assessment of cost of 
operations against various classes 
of mail, and to fix rates accord- 
ingly.” 

This emphasis on segregation of 
public policy services highlighted 
the report of the postal committee 
at American Newspaper Publish- 
ers Assn.’s annual convention here 
today. 

“The Post Office Department,” 
the committee said, “was estab- 
lished to handle first class mail 
and stays in business for that pri- 
mary purpose. Other classes of 
mail were established by Congress 
/as a public service. It was never 
‘envisaged that these public serv- 
ices would pay their way entirely, 
and it should not be the intent in 
fixing rates to charge against those 
classes all the costs involved in op- 
erating the Post Office Depart- 
ment.” 


| 


‘° The report notes that the cur- 
|rent study of postal rates and 
|services by the Senate post office 
committee may be productive of 
|constructive suggestions as to al- 
/locations of costs and what second 
class rates should be. 

| But, it adds, “unless the situa- 
tion should change, your commit- 
tee believes there is no reason to 
,expect any further action on sec- 
ond class rates than the three suc- 
‘cessive 10% increases which are 


| fective.” 


/now in process of being made ef- | 


The first of these 10% increases | 


Dear Mr. Repplier: 


The Advertising Council and the 
with it need no praise from me. 
are obvious. 


grateful to you. Your combined 
| many millions of dollars to our 


| 


cummon purposes. 
get things done, freely instead 


Through the Advertising Council 


in action, at its best. 


Mr. T. Se Repplier 

The Advertising Council, Inc. 
1200 18th Street, N. W. 
Washington, 0. C. 


7 E WHITE HOUSE 
WASHINGTON 


Thank you for you: -racious letter of March twenty-seventh. 


The various government departmer.ts whose 
programs you have done so much to forward have reason to be 


think that the public spirit which has motivated you will 
continue to grow uncer this adninistration. 


When I spoke to your group on March twenty-fourth, I said 1 
thought it one of the aost important agencies in the cour.try. 
In contrast to the controlled or totalitarian society, ours 
flourishes on free cooperation among individuals toward 

Se long as individuals do cooperate to 


of society retains its elasticity and its dynamism. 


Your activity fits importantly into this framework. 
appreciating a need, the American people are quick to act. 
But public education and communication are difficult. 


aware of the provrays in which they can cooperste. 
the cooperative action be donation of blood or investnert 

in Savings Bonds, the collection of steel scrap or conserva-_ 
tion of natural resources, yor have cemonstrated the 
possibility of public response in witness of a free society 


Sincerely, 


| 


i 


} 


business concerns associated 
The results of your work 


efforts have beer worth 
government. And I like to 


of under coercion, our kind 
Once 


complex, people are made 
whether 


| 


doings of the Advertising Council in a 


LETTER FROM IKE—President Eisenhower had these kind words to say about the 


letter to T. S. Repplier, council head. 


| 
| 


Ready-to-Serve — 
Is Chun King's 


| 
| 
| 
| 
| 


u.h.f. band. Most of them sell!on second class rates went into | 


one-minute announcements, when 
available, at the 20-second rate. 
Three or more time classifications 
is the general rule, with eight sta- 


tions listing an AA class for spots. | 


Eighty-five stations have three 
time classifications; 3 have four 
and 11 have five. Thirty-four sta- 
tions have only A and B subdivi- 
sions and two outlets operate with 
a single over-all rate. 


effect April 1, 1952, the second be- 
came effective April 1, 1953, and 
the third will take effect April 1, 
1954. 

The ANPA committee says “it 
‘is impossible to know at this time 
‘what effect on Post Office reve- 
nues the first 10% increase may 
have had because the department 
operates on a fiscal year ending 
‘June 30.” 


| 


| 
| 


Success Factor 


Du.LutH, Minn., April 22—A few 
years ago, a young man of Italian 
descent who doesn’t particularly 
care for Chinese food decided that 
enough other people do to make 
its preparation for home use prof- 
itable. 

That was in 1947. Today, Jeno 
Paulucci’s Chun King Sales Inc. is 
the world’s largest packer of 
ready-to-serve chop suey and 
chow mein. 

Advertising, says Mr. Paulucci, 
is responsible for a large share of 
that growth. 

“We give a lot of credit to our 


It answers the demand for quick 
meals, emergencies and late snacks; 
is less expensive than preparation 
of the same food from individual 


ans Brive? 


Bamberger Converts 


to Cellophane Wrap 


for Many Products 


Newakrk, April 21—After a two- 
month test period, L. Bamberger 
& Co. is converting to store-wrap- 
ped cellophane packages for ap- 
propriate merchandise throughout 
the store, reportedly the first de- 
partment store in the country to do 
so. 

The new packaging technique, 
now in 12 departments, is expected 
to result in increased sales as well 
as reductions in spoilage mark- 
downs. “The operation does more 
than pay for itself,” according to V. 
G. O’Connell, assistant manager of 
operations. “In the layette depart- 
ment alone, savings will pay for 
automatic bag-making machinery 
and heat-sealing equipment for the 
entire store, without taking into 
account the revenue increase from 
improved sales.” 


® Olin Cellophane supplies the 
equipment for the packaging op- 
eration and has standardized bag 
widths “to accommodate every 
feasible type of goods.” Some of the 
bags are filled and heat-sealed in 
the receiving department. Most are 


/brought direct to counters where 


sales clerks slip the merchandise 
into bags and seal them with cello- 
phane tape. 

Store packaged merchandise re- 
sults in substantial savings with 
returned merchandise, inventory 
taking and in merchandising 
through self-service techniques, 
Bamberger reports. 

Departments already converted 
to cellophane include linens, cur- 
tains, towels, pillow cases, layettes, 
upholstery sundries, china, cosmet- 
ics, men’s shirts, women’s sweaters 


(Continued on Page 6) 


and some sporting goods. 


Diners’ Club Grows; Its Big Direct Mail 


Effort Is a Success If It 


New York, April 21—Many ad- 
men run up big tabs for hotel 
rooms, food and beverages, car 
rentals, flowers and the like. Most 
of them meet the tabs without a 
squawk. But there are some, the 
Diners’ Club will attest, who are 
ineffably adroit at sidestepping the 
day of reckoning. 

But bad credit risks are the ex- 
ception rather than the rule, be 
they admen or anyone else, so far 
as the Diners’ Club is concerned. 
The club, a credit card system 
boasting 100,000 members who pa- 
tronize nearly 2,000 restaurants, 


Pulls Only 1% 


leard “simplifies expense records, 
acts as an automatic bookkeeper 
for travel and entertainment ex- 
penditures, guarantees red carpet 
treatment at thousands of member 
establishments from coast to coast 
and in many foreign countries, 
too.” (Canada, Cuba, England, also 
such “foreign” spots as Puerto Rico 
and Hawaii.) 

The men who run the club are 
Ralph E. Schneider, a New York 
lawyer, and Alfred Bloomingdale, 
department store heir. 


Quaker Oats Actually Has 


Lipscomb, Named ‘Salesman of the Year,’ 
Reatfirms: ‘Salesman’s Job for My Boy’ 


Cuicaco, April 21—‘Selling is'in the last two or three years, 
one of the best of all jobs and one especially, he said, with regard to 
of the real professions.” Charles T.| the cost of distribution and selling, 
Lipscomb, president of Lever Bros.’|and “whether we add value in ee ee 


advertising and promotion for the 

|sales gains we have made over the 

| past few years,” he continues. “Our 
»» experience has shown that adver- 
'tising media, properly used, will 
produce results.” 


hotels, florists and auto rental! Fight Agencies, Not Five 

services, has just marked its third In last week’s issue, AA reported 
anniversary. Things are looking up,|that there were tive agencies 
generally, what with members bill- | handling the Quaker Oats account. 
ing nearly $1,500,000 through the | This should have read that these 
club in one recent month, and an|five agencies were handling the 
advertising budget of more than|company’s cereal, feed and pet 


Pepsodent division, delivered these 
reassuring words last night to top 
midwestern sales- 
men and _ their 
wives’ gathered 
for the Chicago 
Sales Executives 
Club’s Distin- 
guished Sales- 
men’s Award 
dinner. 

During the fes- 
tivities kicking 
off a Chicago 


“Salute to Sell- C. T. Lipscomb 
ing” week, 75 
Chicago-area salesmen were 


awarded “Selling Oscars” for dis- 
tinguished salesmanship over the 
past year. Mr. Lipscomb was given 
the top Oscar, as “Salesman of the 
Year,” for contributions to the field 
of selling which included his Look 
article, “I Want My Boy to Be a 
Salesman” (AA, Feb. 16). 


s In accepting the award, the because he always has the oppor-|s Housewives’ 


proportion to cost.” 


} 


Admitting that “there are too, 


| 
| 


/many smart young men who have | 


ithe wrong impression of selling,” 
Mr. Lipscomb called on his audi- 
ence not only to educate the gen- 
jeral public, but further to “en- 


™ |courage and stimulate the sales- 


'man’s pride in his job, his know- 
ledge of his responsibilities and his 
knowledge of how to improve his 
selling.” 


ws The Pepsodent chief also took 
_occasion to say again that he really 
wants his boy to be a salesman. “I 
think that if Charlie succeeds as 
a salesman, he will always feel 
that he is doing a.constructive and 
worth while job,” he said of his 
14-year-old son. 

“I have seen friends of mine in 
other kinds of work get themselves 


| 
| 


| 
| 


learned there is no magic formula 
which assures results in all cases 
at all tirnes and in all markets. 

“The approach and use of vari- 
ous media must be keyed as com- 
pletely as possible to the market 
condition,” he explains. 

When Mr. Paulucci first ap- 
proached Olmsted & Foley, Min- 
neapolis agency, with his account 
about three years ago, Chun King 
did not have complete national dis- 
tribution. To provide a solid basis 
for growth and to set a pattern for | 
future advertising and promotion, | 
a market-by-market newspaper | 
campaign was initiated. 

But that was after a consumer 
survey had indicated the largest | 
area for increased volume was in| 
preparation of ready-to-serve) 
items, rather than in promotion of | 


into a rut, go to seed, show that | the individual ingredients. A num- 
they were getting no stimulation | ber of other firms were engaged in 
or pleasure from their work. This the latter. 


| doesn’t happen often to a salesman 


responses to the 


Lever Bros. executive pointed out tunity to build something,” Mr.| survey showed these reasons for 
| preference for the ready to serve:, As the club views it, a credit 


that “selling has been under attack 


Lipscomb said. 


54. 


s About $200,000 of the club’s 
budget will go into direct mail so- 
licitation, an operation that’s re- 
garded as successful if it brings 
1% of a mailing into the member- 
ship fold. Another $200,000 will go 
into magazines. Last month the 
club took a spread in the New York 
Times Magazine to plug itself as 
“the greatest single convenience 
devised for the business man” and 
to list the establishments honoring 
its card. 

The remaining $100,000 is pi- 
geon-holed for newspaper and lo- 
cal magazine promotion. The agen- 
cy is Van Wood-Fischer Inc. 


s Members, who gain that status 
by filing an application together 


with $5 and surviving a credit! 


check, are billed once a month by 


the club. This comes in the form | 


of a “certified accountant’s item- 
ized statement.” 


$500,000 being set for fiscal 1953- | 


‘food products. 

Quaker also has an agency for 
‘its chemicals department—Rogers 
| & Smith, Chicago—and the com- 
|pany uses National Export Adver- 
\tising Service, New York, for ex- 
port advertising. McCann-Erickson 
also handles some foreign adver- 
tising for Quaker. 


Pa. Stops State Promotion 

The Pennsylvania legislature has 
abolished the state’s department of 
commerce, promotional agency 
‘which spends about $378,000 in 
'tourist and recreational and $360,- 
,000 in industrial development ad- 
|vertising outside the state. The 
‘move was taken after a “Little 
'Hoover” committee proposed this 
as a means of saving about $1,180,- 
,000 a year in tax funds. The com- 
|mittee said the promotions had 
shown no tangible results. Depart- 
|ment officials denied this at a pub- 


lie hearing on the subject. 


Firm Shortens Its Name 


Combustion Engineering-Super- 
heater Inc., New York, has 
shortened its name to Combustion 
Engineering Inc. 
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NBC’s New Hot Weather Radio Sales Plan 
Draws Fire from Station Representatives 


(Continued from Page 1) 
rate per participation. 

Shows included in the plan are 
“First Nighter,” “Scarlet Pimper- 
nal,” Judy Canova, “Hollywood 
Love Story,” and “Barrie Craig.” 


a Stations are to be compensated, 
Mr. Bannister explained, “at the 
rate of 10% of their gross evening 
half-hour rate for each participa- 
tion sold on their facilities. Thus 
if we sell out three participations 
in a program, the station will re- 
ceive 30% of its gross rate for the 
program period. Since this busi- 
ness will be segregated in the set- 
tlements from all other business, 
the compensation will not be sub- 
ject to the 14% reduction other- 
wise applicable...” 

The Station Representatives 
Assn.’s attack on the NBC move 
questioned the value of the plan 


as an advertising buy and pointed | 


out that the “revenu potential 
from the time period involved was 
far greater if the time were sold 
on a spot basis.” 

Analyzing how a station would 
fare on sales made via the plan, 
Mr. Rollinson said that if the “net- 
work programs were fully sold out 
with participations, a station with 
a $100 base rate would receive $18 
(10% of the half-hour rate of 
$60, or $6 each, times three). This 
is approximately the same pay- 
ment the station would receive if 
the program were sold as a reg- 
ular network half-hour. However, 
this payment is predicated on all 
the participations on all six pro- 
grams being sold out for the en- 
tire period.” 


s He added that the stations might 
commit themselves to carry the 
programs and then find only a 
few participations sold for a min- 


‘imum return. Mr. Rollinson said 
if the same time were sold out on 
be Spot basis, “revenue potential 
would be from 50% to 300% high- 
er.” 

Noting that the NBC letter re- 
ferred to the prevalence of sum- 
mer “deals,” Mr. Rollinson chided 
_the network for assuming that “all 
| NBC affiliates were in fact pre- 
_pared to make such deals this 
summer, an assumption that is far 
from the truth.” 


Pa. Art Directors Elect 


George R. Horstick, assistant art 
director of Michener & O’Connor, 
Harrisburg, has been elected presi- 
‘dent of the newly formed Art 
|Director’s Club of Central Penn- 
sylvania, Harrisburg. 


Mattress Co. Names Berman 


Standard Mattress Co., Hartford 
manufacturer of Gold Bond bed- 
ding, has appointed Benton Ber- 
man Advertising, Hartford, to han- 
dle its advertising. Ad plans will 
be announced shortly. 


“Okay, Jones. | see how we can sew up the whole lowa market 
with the Des Moines Sunday Register!” 


You'll never have to needle advertisers into admitting that the 
number one easy way to bag the rich Iowa market is through 


the Des Moines Sunday Register! 


Their advertising proves it.. 


-has made the Des Moines 


Sunday Register 6th among a// Sunday papers in General 


advertising linage in 1952. 


‘You can be sure this fact means the Des Moines Sunday 


Register gets results! And, why 


shouldn't it? It's a genuine 


statewide sales stimulator...the big reading event of the week 


for 2 out of 3 of all Iowa families. 


99 counties is a remarkable 50% to 100%...in 9 more it’s a 


Coverage in 83 out of lowa’s 


high 40% to 49%...and not less than 21% in the few others. 


That gets you the cream of both 


dollar double-header market: farm families who are the world’s 


parts of this lush four billion 


best money-makers...and city folks who outspend even big 
Philadelphia, Boston or San Francisco. Milline rate, $1.88. 


THE DES MOINES REGISTER ann [RIBUNE 


Represented by: 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION September 30, 1952: 


Daily, 369,807—Sunday, 533,204 


Gardner Cowles, President 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawiey—Los Angeles and San Francisco , 


Advertising Age, April 27, 1953 


The AFA’s attack on the Legislative Reference Service seems not to 
have resulted from careful study. It’s based on Ralph Hardy’s so far 
unsubstantiated evidence of a “source on the Hill.” ...... 

Newspaper publishers may not be happy over everything they heard 
at their convention last week, but there was plenty of progress in 
ad volume and research to take cheer in .................. 

At the Four A’s meeting, admen were told how much good they are 
actually doing in cultural as well as economic matters ....Page 1 

“IT just feel that I’ve got to get these things written.” That’s how 
Walter O’Meara feels about his novels, so he has up and quit Lennen 
& Newell. But he’s still an adman, as his talk before the Four A’s 
meeting proves beyond doubt Pages 2, 58 

It’ll probably surprise you to learn that Speedwriting schools will put 
$1,500,000 into advertising this year Page 31 

What do teen-agers think about advertising? In a Denver essay contest, 
about half were highly critical. For their essays, see 

Comes now a new advertiser, The Rayon Institute. It has a $750,000 
over-all budget, maybe half for advertising Page 46 

Walter Mack, of Pepsi-Cola hits the spot fame, is making a comeback, 


eee eee ewww wee 


this time with Super Coola in cans 


Page 50 


 ) 


What’s troubling small agencies? Lynn and Mary Ellis can tell you 


which of 21 problems bother them most 


eeoeeeeer ese eo eiveees 


Page 56 


REGULAR FEATURES 


Advertising Market Place ....60 Information for Advertisers . .60 
Along Media Path .......... 70 Looking at Retail Ads ........ 56 
Chain Store Sales ............42 Mail Order Clinic ........... 54 
Coming Conventions ......... 45 CO rere ere 58, 69 
Creative Man’s Corner ....... 54 Photographic Review ........ 38 
Department Store Sales ...... 16 BROWINO BAUD 655 cocci ccacess 62 
a Citas Ved vee pes 12 Production Tips ............. 56 
Employe Relations .......... 54 re 12 
Eye and Ear Dept. .......... 53 This Week in Washington ... .67 
Farm Publications Linage ....44 Voice of the Advertiser ...... 40 
Getting Personal ............ 22 What They’re Saying ........ 12 
s Stations applying for member- 
Rate Protection Is ship in the aanelen must agree 
s ’ s to furnish their rate schedules and 
Aim of Storz Radio to provide the group with a copy 
Station Association of every contract for time sales. 


New York, April 23—Formation 
of the American Radio Assn. was 
announced today by Todd Storz, 
manager of KOWH, Omaha, and 
president of the group. 

The only requirement for mem- 
bers of the new group is that sta- 
tions must sell time only at pub- 
lished rates. Membership is volun- 
tary and stations can revise their 
rates at any time. 

“Our purpose is not necessarily 


to convert stations not presently | 
selling time at their published | 


rate,” Mr. Storz said, “but to form 
an association of those operators in 
the industry who are at present 


selling their facilities only in ac-| 


cordance with their 


rates.” 


published 


Stations which qualify for mem- 
|bership in the association will be 
announced weekly, starting May 9, 
Mr. Storz said. 

The association’s offices are at 
60 E. 42nd St. 


R&R Shifts Bacon, Simmons 


Roger Bacon, manager of Ruth- 
rauff & Ryan’s Dallas office, has 
been elected a v.p. and returned 
to the St. Louis office to work with 
Oscar A. Zahner. John C. Sim- 
mons, an account executive in the 
|St. Louis office, has also been 
made a v.p. and will take over 
Mr. Bacon’s post in Dallas. 


Hill & Christopher Moves 

Hill & Christopher, Los Angeles 
agency, has moved to larger offices 
\in the Halliburton Bldg. 
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66th of a series 


Newspapers 
in the United States... 


ce Tribune, during 1952 was: 


UP in Financial 


in General 
Advertising Linage 


and the ONLY PAPER in New York 


to GAIN in weekday 
department store advertising 


Quality Buys Quantity ¥ 


eS 


*Source: Media Records 


The Herald Tribune is represented 
nationally by Scolaro, Meeker 

and Scott in Philadelphia, Chicago 
and Detroit; and Doyle and Hawley 
in Los Angeles and San Francisco 
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947 Agencies Made 
ANPA Recognition 
List at End of ‘52 


New York, April 22—-The AN- 
PA’s list of recognized advertising 


agencies grew to a total of 947 last | 
year, a gain of 23 over the 1951) 
figure. In ten years, the list has| 


grown from 602 agencies, with 


LUxemburg 2-0466 
37 West 47 St. N.Y. 


—|1944. 


Se Pal 


|gains recorded every year since, ownership changes (new owners member-owned radio stations. In 
failed to qualify); and 3 suspended 1952, ANPA completed 100% col- 
The committee on advertising Operations (corporations dormant). lection.” 

/agencies also reported that “there, Of these agencies, the largest 

| were no significant failures in 1952'8 The ANPA agency committee numbers are still concentrated in 

‘among agencies on the ANPA list.| Praised agencies generally as “de- the states of New York (247), Illi- 

|Some agencies had unusual losses | Serving commendation for their co- nois (116), California (67), Penn- 

/but were able to absorb them.” Operative attitude” in supplying sylvania (62) and Ohio (61). Then 

|data on finances and other topics.,come Massachusetts (40), Michi- 
¥ The year saw 82 applications’ gan (34), Missouri (31), and Tex- 

ANPA Convention from agencies to the ANPA. Of as and Florida (22 each). 

. these, 55 were granted recognition | 

Losses to media, compared to the (including one agency that had ‘Canner’ Goes Fortnightly 

huge expenditure, were described | recognition reinstated). | ‘The Canner, weekly food proces- 

| as “insignificant.” Last year saw the ANPA collect | sing publication, will be issued ev- 

| A total of 34 agencies was re- | over $60,000 in delinquent accounts ery other week beginning with the 

-moved from the ANPA list. Of for member papers. “In 1949,” the 

\these, 12 agencies discontinued |committee further reported, “an 


May 4 issue. Canner Publishing 
ed a subsidiary of Clissold Pub- 

business (no loss to creditors); 9|agency which became financially /#8hi"8 Co.. Chicago, will, in addi- 

failed to meet ANPA requirements; | involved owed some $65,000 to 18 a ae 6. pereantal Bowe- 

/6 figured in mergers (no loss to|creditors including 10 ANPA 

|creditors); 4 were involved in | newspaper members and two! 


Report,” every week, starting May 
43. 


letter, ‘The Canner News & Market 


Copyright 1932, The New Yorker Magazine, Inc. 


Readers of THE NEW YORKER are people of 


intelligence, good taste and better than aver- 


age income. They 


receptive to new id 


Many products that are widely accepted 


today were launched first in THE NEW YORKER. 


The first electric s 


Cos 


il 


(2) 


ZA 


a) 
€y% 


first magazine promotions for frozen foods 
and television—all appeared first in THE NEW 
are the people who are YORKER, 


eas and new products. 
Phis ability to launch new products is one of 


THE NEW YORKER's big attributes. You can 
reach the top of the market by introducing 


haver advertisement, the your goods or services in THE NEW YORKER. 


THE 
NEW YORKER 
‘ No. 25 WEST 43n0 STREET, 
NEW YORK 36,N. Y. 


SELLS THE PEOPLE OTHER PEOPLE FOLLOW 


Advertising Age, April 27, 1953 


Ready-to-Serve 


Ts Chun King's 
Success Factor 


(Continued from Page 3) 


ingredients; a selection of several 
_kinds of Oriental foods offer vari- 
ety in menus. 

| How well those findings paid off 
|is shown by sales increases Chun 
| King has marked up. 

| In 1952, dollar volume of sales 
| was about 50% higher than the 
| previous year. In 1951 they were 
48.6% above the year before. In 
1949 and 1950 the percentage gain 
over the previous year topped 68%. 


w “It has been interesting to see 
the tremendous gain in sales made 
by Chun King over the past three 
years,” says John Foley, partner 
in Olmsted & Foley, in what sounds 
like an understatement. “It is sig- 
nificant and dramatizes the broad- 
ening tastes of the consuming pub- 
lic as well as shows what can be 
done with a product that has a 
good basic appeal and quality 
when it is backed by attractive 
merchandising and advertising.” 

In planning local market cam- 
paigns and in adapting the national 
campaign to meet an individual 
market’s problems, the agency men 
keep in close contact with Chun 
King brokers. 

In the past year, with its dis- 
tribution thoroughly national after 
market-by-market newspaper 
campaigns, Chun. King went into” 
national magazines and Sunday 
supplements. It is currently using 
Everywoman’s Magazine, Good 
Housekeeping, Life and This Week 
Magazine. 


# From the marketing and mer- 
chandising side, Chun King’s origi- 
nal growth was built around an 
introductory 1¢ sale campaign, 
which it considers the most effec- 
tive means of selling and sampling 
at the same time. 

In the past 18 months, as Chun 
King expanded, the company in- 
troduced three 3-lb. products— 
chicken chow mein, beef chop suey 
and meatless chow mein. In addi- 
tion to This Week and Life, the 
new products were backed by store 
demonstrations and the Chun King 
trademark figure, a happy little 
Oriental. 

Physically, the company has had 
a hard time keeping up with its 
phenomenal sales growth. Starting 
in a quonset building in Grand 
Rapids, Minn., the company moved 
to Duluth and outgrew one large 
building there before moving into 
its present quarters on the shores 
of Lake Superior. There, 10 differ- 
ent canning lines can turn out a 
quarter of a million units a day. 

Also, in the mucklands around 
the little backwoods town of Zim, 
Minn., farmers are growing huge 
quantities of a new crop, celery, to 
supply those canning lines. 


Erwin, Wasey Names Three 
Erwin, Wasey & Co., Los An- 
geles, has named Norman F. Best 
account supervisor for the evapor- 
ated milk division of Carnation 
Co., Los Angeles, and William W. 
Kennedy account executive in 
charge of print and promotion ac- 
| tivities. Mr. Best, an agency v.p., 
has been an account executive for 
the division since 1948. Mr. Ken- 
nedy has been with the agency 
since 1951. Martyn L. Agens has 


joined the agency as an account 
| executive. 


Swissair Shows Flight Safety 
| Swissair, New York division of 
Swiss Air Transport Co., Zurich, 
Switzerland, is using a newspaper 
and magazine campaign to stress 
| safety flight measures. Magazines 
being used include Holiday, Social 
Spectator and The New Yorker. De 
Garmo Inc., New York, is the 
agency. 
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advertising 


1ST QUARTER 1952 1ST QUARTER 1953 
Drug Topics (6 issues) carried Drug Topics (6 issues) carried 
64 more pages of advertising than 91 more pages of advertising than 
the second national retail drug the second national retail drug 
trade publication (7 issues). trade publication (7 issues). 


Drug Topics continues to lead its field year 
ofter year... even widens its long lead .. . in number 
of advertising pages carried, for one major reason. 
This dominant newspaper produces remarkable results 
for its advertisers ... year after year. 


¥ 


lead in 


And Drug Topics gets action for its adver- 
tisers because this giant publication is avidly read 
... is first in reader interest. That fact is substantiated 
year after year by surveys either independent/y made 


or conducted by reputable research organizations. 


DRUG TOPICS 


330 West 42nd Street, New York 36, N. Y. 


THE ONLY NATIONAL NEWSPAPER FOR RETAIL DRUGGISTS 


=e eat ere ak iy REE Ne © Re aR rea te ee ey PE ns, ee yee = eg as, ee ee Rae ey ee yt Moa T/L meh eet © Sg es eee Pie 9, Gace ee rs webb tee came wets ct ‘ig pe Sage Pei Pgs CGT Se, Obs 
. an eep en al, ae ager ee" Peds ass tS eee em wa rN : eae os pes MB ha Fs est aa ee: ot Agel ee NPE eee caer WR el ae i) ee pee LT ae Os ; . os Seager eng Sc € Oey oi ena e 
ae ¥ Sn: Sean, fs bz. Ey ede wh Sh oe . abe Ro Nae ela ete BES ars: eee TY eee orth a CN ee ete an, a ae aoa <a RA Ratti fats fos 5 oe eae cas a) Fe) il eae or eens he Be Se ones 
5 ie ah = cs a = a4 ee nee = Pas air Ss x . my oe i il . ‘ % este c ~ pet Ss q 4 ain 
ce ts eta Ske ae os: Bo ae ae 2 6 eteamas : a ae oid he re an . : is¢ ae eae Ae i ses : AS aD sa - es Bees 
a CC eo Ee a Oa Oe ee eee ake in <2) jet eee bile Fo Reach ives — ie ets at pee ce = : . —— : ace = 
See ee ee eetn REN. Memes) (ee Ee med : Ee A RS oat Sere. Dies, in seg et hie oe ERT eetc ee ee Ne ae eer eae eran ee P ; Speer on igs ees 
hiss age i ae ae ‘boss hei oh Lis Ele ee " eS, ee 1 aaa gay Bat pe a. te habe te she Rye sc yor 3 Fe inah tae SMe Laren ne oi Saunt wile aes, 4 SS) ete a a ‘SR rai (> Api iis See 
" » gabe Bs aie “e's ‘3 ra i ory . . x, x a A =" bx ine be a hey ee ead ie. aan “ai, Pie cilen ee ae Cer a one . ; as ee a gece 
* : : » 0° ali ine 
—— . ee ae . ° ie 
: ianen sei 
eee © 
Ai em 
+ sage! re. 
ia? 
53 
bagi oe er 
Se oe 
: bes me 
é : - ia 
i > sles ina 
i : a veer) 5 ‘ Z . : “4 ae 
Po ae ee oe Mee BEES Sieg EE Oe a SEE ote tere ae SSE Gs a ye > Eee! aS Sees ea Bagh he 7 o> eal ee he eee an 
pie Sr She ho eee ens etgeme’: et WEG ae aml cen | Res Mies Stile ES. tga u 
ae a aaa are ae Blea eis ae aie ks Se a oe es a CAS en IS oe 3 a Se ee aa en it aie el ee, | thadaee lg 2 va 
Sean J eee aie 8. Oe ee ee aye ee ca A a a ee ee Reta aS. 
§s) al anes oko eeivadetr | le} Spee + nt ee a ee ener ae age tions. aun BR Bera Bees rad De aaa Co a 7 aa a ; ty 
BES in en eas co” op a) gt ine. See Be cree ey oo a en PS co ae A a ty eee a 4 eet, os ; 
\ SMS oh eee. Gir! bho Aaeeee te aM sie x er Sane, Carmine Fo | SS eee ae a ee ee eee oe One : “a rao? a 
er se a a ae - ee Dede oe = a a Se es i ge ee 2 are 4 ee eS er gn Oe et - ie OF wee Dees oe A Ly 
Shes Scena ee ee ee ee oe a ee 2 aloha OS a nga amine! > AMT aia iS a re. emer seer i aA Le 
Rites oars Begres Ss Sibn werent : Po on oa i a ee ey hes ier as eee eee a me Ae BREST Baier, re eee seas ee Hoe état Beat eee ree De 
~ TPs 32 eee ree me tate ea Sy supe sa, 4 ore Bs oes. fae ewe rr) es ae ts, ee re PME FP pots = 3.7 21 TS ag. 3 ae a te ta Be 7d bi ee en a De A ae a a ia Gee area . 
OAR i UR pete Be a is Jt Ce nennernccnatmemnstgitn ner nce 8 |e 2 Boa cs pat oa a a ma Peas ce, ee y 3ae 
eer eee Nan te gee 8 ee neg OR : gas Og Fes rt dg RN a reaeee ot heared, manera a "i oo Sangean scheneaeanemaaiane Yanme eeninearaaneanaen ee ecomseamenratewed meneame pemneneneenhmemen near 
eid Ges no ee re re ae | ERE ae ae ac Raa a em Seda Shee ny re eames cree ee Re ie 
oa OU aie gee ME a Mt Rae es rege a ate ot te es, 
te I faerie oh eee Se ee reli wed come n ant CPM SG Gr hae aaa Ot: ee yal 
- a ; ie . fis al ea BE eS ey ae 
al P | P ‘ oe Sees Seti ke le si ie 
a F U P @ 
ff te ek ve : 
in coo Baiigiyet : bi 
og OF Pet: - : a pate re _ ~ & 
" ow S hae 25 saan eet: oe > . a : ; : 5 
- " 7 oh Pee : 
* 7 ctl - hg 
eB peed Me eg « oo % : rs = e Aa = 
1e eee eo ihe Beas aS : Bah i. ap : 
Niet cee sa ce Paes ; aot Piao : OR. 1 Sees - 
Lit cr re es a 5 x oD 
; Re Ne oe . ieee a the Nae ‘ SSI ial eee ces 
Th Rt cease ——<—<$—$<$$$_—_—_—. z a oe “ ane itt se at ees 
‘ rise ape a RY 4 * aga, ' ie Sees 
=. ‘3 oy > ios > as 1 o> * % os Re eae ier GPa tinct ae 
ria i: Sees OS tere Rie ay hess . ay as sea 3, SC age eD arureae 
ee ore (no oe aes Ady ae ‘ j ‘ EO ee ote ; 
, en eee ee eee an ay, See anes BAY, SP oe ee eee 
b. é ae ra aS ae a ic fs : = * 4 Pe o pepe ete wig oh : a ae fies 2 es, Pee ye: ait = 
i : Ses ops See bas Bes rman ae EG renee Y ae a 
re ee Se a re es avery tie . ae ‘ ME A : caer } rg PE a: oy 
eh eaten: <a : ill a : a _ Sais i Aimee a  »  Ta S Br tesco ot, Jeeiarilee RS Deeds Bia as hpi tee oF | See ere : a 
Rak oleate eh SS oe ae pa me eater, 7 a Petes % Palle feces MN SNe a, > ra ee araiies 
2 Aras = eel Pe ae 2 ane a Re ae Tem ae, pees : : ‘ eee erie: 
Re See N fee aes 2 a aes “if Be = Prachi: te. 
ee 5 & OS, haa a oT a q od * Ue © ee ae dc. = ge 
e Bee % one : 5 Pree ini ce ren ; . yt ales Se ae ee ee eve 
Di aeee oo cca : a ae | es ; ; aha aes 
e As eee Cee : See ee phen fh 5 pid pues er! 
r a 1 Sagar cess Nap). 5 semen ma taenoneag ie 5 eG if te eee on As reste 
MS STS Bec: Mar bee +} Si Saree) em aot pa ome Rees ted 
‘ Sia AES Ke Sy A ee “taal ight ian ‘ j 5 Ries cee eet aaa, 
es eee ' ' . sie sagen es ae Rody tate bigs ictae ks, ae Rees 
is & ’ one oF amen bps TY Siete fe 4 ry Se vee hae af he 
a x) nF eee a mente Minds “ "Bie a ia BAS ' Ref _ 
i ag pale Pt ae ee ae homer eee Bi tS ee ae 
> ey, ; : ; oe SSR or es tye Aaa, tala eae ie fa SRNR ica i ‘ - ‘ pie seh ass. " 
Satsg aS cal? ia hoi a Dee rea Maes SN rh, er ee Se a ae oe ee ke ee | ena ; Bee wi ee ae 
a a me oe, Same | es CPE h Oe Se ae aR ORE eee. nd fe wae oa ee 
— : 1S SS SP Oe a ‘ahs Pt x sg 92 cs Fis fa " oo. wo ye Ee ee tgs ate gees > a Be TA 2 a ee i ‘ > > putes eon an 
3 SE a etc ce oD ee Pats aye Se ae pape sake PS Me Fk? oh Ca leapt ncmmneri eRe ROIET ge 5 gm a ok ee ead es ee eee ll ee os 
ch ME Ne oes nore eS aN RE oh ot mC Cen mer? Ceres sin ola TT ge So a ee aE § sO aR Z ea a patie see Tig 
SRE es. fe ( 4 ew NE oe NR ARES irae arn in 2. ink ee a (ye on eee > x Odie See, FN raped: ey i! Sie eis aera D if ae el, ae ae a Pope Pe > tox » « finns oer Celie acdsee 
e 5 a a NA ne ee ir bi aie eas Gia ee ee Mum cee esc PMA ian lati PME See ea i ese! ES Rpg es ; Be Rit i Se ie 
{ a Ee ae tS Seer ORE isd ieee Re CEN a as ~ ty essen bs Fo eens Soi Fi Poy SABE Te nag ee Ore 0s Fe TAR te OC Bea Nt ab % Ps é ba bes, a: ea ilagk oe 
a a ria = i - be aes r Bs i in ee eal ian a ee ete 5 oo Et ee eS om. ‘ ii ea “ss 
: : os : . Sali “) 2 a er a re a Se 
= es Bc ; aes 5 pie aR ae Rs “Ss ae 
y as e é st ae 
e . ah ee i - rah Et . ‘ 
f : hs kes oa : are Pai oe og ie ee 
ma # Said = ; “as =a i . Bae lack aa 
I pe ye Sie utah: ues rea or ra ae oem csibeee os : ree , in ae hE By. matin hee in 
1 ? Pee 8 NE toa i F ; r } ep - eek : f Ee ee ey te Bis oe ? = ee 
i 3 © 5 , a : r <, PRS hea it 4 . F Bie a a . ‘ ; 
n 4 x be anh oe i 
cy F 
Sn NS eee "ins ig TERE. dig el nc, iy re) pce? Se ihe ioe oe “i = Be? 4 " E 
Be ae Bok See aT pe em sisi - aT eae OE el gare eee Bie: ep ; Ne BY cies us ‘ =e Vi oe 
ri a , Dp FP Sa A vate Bs a Ee URNS, “ BON. soi ae :. : SO ae (ili ce laa a Bs totes 
eS a ; ar as. has : CTE Par fein Sim aha aaa Bay baie 
OR: 2 ; . + suas “ 2 hoe pa) eae Se pratt de fe ea 
pas ae geen Pigaetrtee~ Tear i ee ats cen ee ae ae 
: e sa iy “ eh af ahs a rel gee) ee ee 
; ; ‘ . wey ies ape: vig ; ae 
’ “s : : ee a Ey Ben Glas tre arr! 
: aie eo sis ae ie , : re , Fa ees tas ae 
r Pk ies yest ae mie eee oa Zl EO saeipiicce ei aee 5 Sgt ‘ ey . ook sate ee es % ais aa 
> i i eee ee ae eg 4 Spee = Aiea F ae fe a ee ae ea Ra am Bs x Se ee ee sie eo : : : lee ahr tore: hi e) 
tia cael g tS ean Bis op ee i 7 ral Es eae Sey se = Bete oy 2 ae 3 ee ee oe eR . t : a Ne Ss ch Seale ges oe p 
o ety. haa eiane. ey 1s alee em i Me, RR ey. eam srs Behan 5s Stace ae m6 : es ; ; SO pe Reisig eae te ts 
A Teg te, Sic ea eee eae es UD yt re A Se Sa ee ei Behn “Vantage ea. i ; ah Bee at. 2 ee se SES gel eee Ac ee 
vy Co tomane at il pegs Matis Be aR een ke RE 7 Nd ment tac) 2 eT eas MR ; : (eae nce Wee Meg ae Mattes * 
’ « : i = weg i, aT ia! ¥ ate ? ¥ et sis Ae “ i “yp fae ~ ¢ NM. Tees — 
Re ie 2 wd oie 1 Ania ae ‘a S SNE Den a) pear pe beet w ek os Se 
d yore ne ee ae Nee) : ony Bor re a ate ‘ ae Se bee NR a ee : Bnet 
a Pas ee say . rots Kees, en ed oP , i Bee ae ’ * + pipe ry De iraigeal Sala 4 ae ¥ 
k : jee pe ee: Om : J PAs Se, BOS NE Paes ) tees 
Gai “ia ; z Ba ate . Sis sesh . By Gb fee aus io : 
si as pat Whe. Eig ree 5 eine Ee Pale - 
best ; Py tee, Rice eh 35 i ay whi ‘ aes ay i Beas a ete eared +2 i se at 
‘ ae Jet a cata Wh Tan is CN, le ra RIES ec 2 ke ah ae et: pe ie jo aren aaah et ag ‘ ae Ne ee : 
eats Rete ee ee, SR AEN Oe eam a ek” a es Sr ON re glee Fe 5 Ss ee ree een ke hed a ky . rs iy r - * ee bie -¢ P Be a bs 
; Sh bi Mee Dep cn) ne a! ae ea SS Rae ee 5 SA irene 205 Ngee as TO PenMipe i 83 22 es, eee ee } i ge, ee Re ; , ; ay Gites Be 
= ak et, Tend = ORR oso me eee ly cue) gman iS eee tae NMppeREPD Ds Roo <5. Soret a he “ ‘ F Ty gt ee aad Sat ts ee Rise ae, Bits C aes aie Sah ody 3 Soe eared 
i ee ae eat ie eee ee aie Se ee ae esis, ae 2 2) : % . 5S eaten “ ts Sy ts ah ee ee ‘ Bee) 
- ’ on 5 A ere Shs i. Seana ; aes. eae: ea ig ma pense ee coe 3) ee - ei lk ees aa ey es : P Rg Se OF Sn ee ce ‘ ; we sat 2 Shot pe 
26S NRG” NRTA, sere Fer ai Chee: eee Oe 5 A eg eaten eo 2. “ Re a 4 Hh eae re rei Nh sei ere, oe oe ae 4 ge ap enaite tate fh ~ ip ee 
n Se RRS. GRR MR IR ee NORE aM ea eer Pe, eran one a : Ota Ly wie Sale tlle ie hs oie Sage 
. pe a, hag, ie A a bic an i 4 = aoa 3 ; baci” ge he Saat pve oh ae ee 
ot ae F 4 Sos : Rei inet hs 5) aa . ad Sa eaten : Eee Gagan as 
l, F oy i Pa, . aha ‘ Mahe a ra : ey Dae 5 ai ‘s. = ees 
; De a ot ec ee Wee! ee } ee. : -) 2 hyde a ors . Z en, Jape, 3 : 
. > a8 ae ws i : rs ee me E sen - Bs ie 
g : , 43 sor ie i va ae 
a3 ae ne. 2 i 
a pe ort F: : 
" : , ‘ rae Ras t om ‘ 
tues Senet Pp a ark ea SOtie a Balt eae er Rg, at ‘ ‘ Sakata Sica cea “4 5 ve di , Sf i; : 
n ae ah aN ga Ma ‘ ety maar eae : pe ath : : Reinga ee: H es EE Cy, } Me Reyes si s i 
Rr ear Pe ater! sae : tree sos Na teh ee poe ie aie a C he ere ere 
a 3 ate gee te eh a ‘ ‘ se : Se Eee ae : 7 pa ae - 5 ae . * ae 
vad Ste agile: Oa) 2 = ot ae ‘ ; : erie © a : + Wee. Xe penta é i laa 
me ae : “icla oO a in ln i hE ie us DM a ee SL A Rip gar eacine : ’ ; Beis ti a m3 * 
a Me ee ates Tee me pe Fd tmnt nol RS ae ee nn pe ce eae ae eee ee epee a2 * : = ne se y 
oe sae he oy MM go a ne oe ets ain az ot Wee ees 
ates: : < : g ~ Lon pte ¥ ? es j ae ee ee 
oS ae ‘tg aa OES Beatin + pw gies 
ee SY iat: ? ake ae a ¢ . me # Spy i eon 
¥ 4 4 - Aa a v bi ppeake ce fee 
“ ; * i s Sima 
‘ 4 iS ; ; F ‘ 3 Bie dks 
a es. a * Th Age Wome ee i tow 
v4 “ Re & 2 “ : @ BTA A pea 
* ow 35, mets " %. pe Pie Le 
> es , : : Bee tes ct 
A g aE _ : ah vee Re 
% “ aa . bast s Seyiarey oe 
isd » a Cnr 
ae : ‘ he : ioe: 
‘ . sre ie aes ha 
4 ; f i : a ¥ ‘ 7 " m wt s E ie 
on *y, Ri hc 4 ee s % Be at Bg ee eee a eae oe ek. Tea te 
Be anaes 
» 
i s : 
1 ae. 
Mine bey Ore a 
eer 
’ ean 
> a aaa 
Bs ae 
) am 
aa 
. See 
; wage 
Bk naa 
isa 
. et 
“2 
» a 
' PO 
; 
; - 
Cerra 
: a | 
! 
' j 
‘ ee see 
om , 4 ; es ag 
,, ae he Pes M mee ae ae ‘eee = . 6 = ; ; "ai ¥ < ner sam wis - — ‘ ‘ ‘ Pe 
had, eS : ‘ “tg Se Li bs . hg ; - aaa a bt oe ire, Os i HE ae ee wo t - ~s 3 By ei ce ity be aid Sg Lan = a, yes 


peuaappen ie Bass We hg Bg oe Nt «Sah MC aa fi 
ce a tena Or eet 


Newspapers National Ad Volume 
Hit Peak in ‘52; Predictions Rosy 


(Continued from Page 1) { Mr. Chambers, who pointed out. 
with consumer markets demanding that the BofA’s budget this year is 
more and more attention from ad- 
vertisers. “The nation will be able 
to absorb the increased production search and planning backstopping | 
if the entire market is cultivated, the sales work. “A healthy slice” | 
if new fields are plowed, and no goes to the retail department to! 
section left uncultivated. The help it work up various sales tools. 
newspaper is the only medium In this connection, Mr. Chambers | 
with which a manufacturer can cited the bureau booklet entitled | 
reach practically everybody who | “Is Your Partner Working with 
is able to buy what he has to sell.” You?” (AA, March 30). He said 387 

Mr. Chambers said the Bureau newspapers have ordered more 
of Advertising has put in opera- ‘than 115,000 copies to date to use 
tion an expanded sales program jin their own markets. 
in anticipation of the coming noe 
ket situation. As a result, more ad- | ® The Bureau of Advertising 
vertisers are getting individual at- ‘showed a new three-screen strip- | 
tention, and industries such as air film called “Lexington, USA,” in- | 
conditioning and building materi- | tended to do a low-pressure sales 
als—with large advertising poten- | job at top automotive ievels in| 
tials—are being studied and culti- Detroit. The presentation, pre- 
vated. pared in three variations (for 


into direct sales work, with the re- | 


|Chevrolet, Chrysler and Ford), 
stresses that newspapers are an ef- 
ective medium because of size of 
‘audience and influence on that, 
| audience. 


ofS 


10,000 and 50,000 circulation, pre- 
dicted “disaster” unless newspa- 
pers find ways and means to hold 
/costs down and push revenues up. 


| Just how this juggling act was to) 


Advertising Age, April 27, 1953 


Newspapers’ March 
Linage Gains 8.7% 


New York, April 22—Total ad- 


A clinic for publishers demon- be performed was controversial. | vertising in newspapers in 52 cities 


tools provided by the bureau. 


Stuart M. Chambers was re- | newspapers “find themselves with | to figures compiled by 
$1,350,000, said 85% of this goes | ‘elected chairman of the BofA’s | a product the price of which can-| Records. 


‘board of directors. John W. Mof-— 
fett, 
Minneapolis Star and Tribune, was 
named chairman of the bureau’s 


|Plans committee, succeeding Thom-_ 


as J. Cochrane of the New York 
News. New vice-chairman is Rus- 
sell E. Scofield, advertising director 
of the Lexington Herald & Leader. 


® Television, which for the past 
few years has gotten top billing 
on the publishers’ worry list, this 
year was a poor second to the 
problem of the shrinking margin 


between newspaper costs and in-| 
/come. 


Albert Spendlove of the Tele- 


| graph, Nashua, N. H., chairman of 


the session for papers between 


advertising director of the’ 


‘of the ANPA, pointed out that) 


‘not be increased to meet these 
constant increases in costs, be- 
cause they are faced with the law 
of diminishing returns.” Granted 
that papers cannot raise advertis- 
ing rates or per copy prices, Mr. 
Biggers said he doesn’t know the 
answer as to how to widen the 
spread between income and ex- 
penses. 


® David B. Lindsay Jr., of, the 
Herald Tribune, Sarasota, Fla., 
deplored “negative solutions” for 
alleviating the cost-profit squeeze. 

“We have seen great emphasis 
laid upon illusory savings to be 
gained through reduction in the 


size and readability of our product, | 


but which seem to me to be based 


in the rural 


PLEASE DON’T blame this postman! He 
may be delaying the mail, but, like so many 
others in the rural Southwest, he just can’t 
resist reading the Farmer-Stockman! It’s so 
chock full of pictures and articles which are 
localized for the state in which he and these 
folks live. 


IN EACH ISSUE of the Farmer-Stockman, 
over one-third of the editorial content is edited 
separately for Oklahoma ... Over one-third 
edited separately for Texas! That’s why farm- 
ers and ranchers in each state find so many 
articles which help them solve their specific 
farm and ranch problems. 


Texas . 220,836 
: rm" aT Oklahoma 121,818 
| Konses . . 24,510 
1 ’ 
the Farmer-Stockman ht _ 20,876 


pis eens ree ¥ 
“COMPLETELY NEW ~ % 
‘$3 FORMAT on 
GIvVis ADVIRTISERS 
SUCH ADVANTAGES AS: & 
im STANDARD PAGE SIZE 
SLOWER 4 COLOR RATES 

ROWER PAGE RATE 
HIGH READERSHIP 


OKLAHOMA 


Southwest! 


“U.S. MAIL 


Advertisers get outstanding results because the Farmer-Stockman gets 


Highs Keadsuhio 


SINCE JANUARY, 


letters have poured in 


, praising the new, 1953 Farmer-Stockman for- 


mat. One woman wrote, 


“It seems much more 


convenient to handle and better in every way. 


We plan to make one big book by 
our ’53 copies.” 
new page size makes it so much 
read ... and easier to file, too.” 


Another reader said, 


saving all 
“Your 
easier to 
One man 


wrote, “It’s now far ahead of the old Farmer- 


Stockman which I always enjoyed 
scribed to for over 25 years.” 


and sub- 


SUCH HIGH READERSHIP, enjoyed by 
the Farmer-Stockman year after year, gets 
outstanding results for its advertisers! 


401,000 SUBSCRIBER FAMILIES 


Missouri 5,119 
New Mexico 2,746 
Other States 8,159 

er 


CITY, OKLAHOMA @ 


. Serving the Rural Southwest for 42 Years 


TEXAS 


‘ 


DALLAS, 


strated effective usages of sales; George C. Biggers, new president | last month was up 8.7% over the 


same month last year, according 
Media 


Automotive gained 27.2%, going 
from 8,552,865 lines in March, 1952, 
to 10,877,009 lines last month. 
General was up 11.9% (30,203,190 
lines compared with 33,812,176). 

Media Records reported that 
year-to-date figures show a 4.3% 
increase. In 1952 there was a total 
of 575,943,988 lines in all cate- 
gories, while the 1953 figure was 
put at 600,553,963 lines. 


upon what is essentially a defeat- 
ist attitude that assumes we can- 
not produce a better product and 
sell it to more people for more 
money,” he said. 

Mr. Lindsay cautioned against 
a retreat to “the barren premise 
that our only course must be the 
cheapening of our product” at a 
time when radio and TV are mak- 
ing forward strides. 


# A report by the federal laws 
committee alerted publishers to 
check their local schools “where 
it has-become a common practice 
to use as school textbooks material 
which is definitely anti-advertis- 
ing.” 

The report said investigations 
several years ago resulted in the 
elimination of “a number of books 
which taught that advertising was 
a swindle and an economic waste.” 
The committee noted a scarcity of 
| pro-advertising texts which could 
|be used “as a check and balance 


_ against this anti-advertising prop- 


aganda.” 

| Pointing out that many states 
have laws regulating or prohibit- 
‘ing optometric advertising, the 
|committee warned that a ‘more 
| stringent” bill in the District of 
| Columbia “will undoubte2ly be 
| used as the so-called model which 
will be forced on other states if 
| successful in D. C.” 


|@ The committee also reiterated 
_the ANPA’s opposition to measures 
‘that would bar liquor advertising, 
'declaring that “if it is legal to 
sell liquor it should be equally 
legal to advertise liquor, and that 
goes for all other commodities as 
well.” 

A report on membership put the 
'ANPA list at 786 newspapers. In 
the past year, 19 newspapers were 
elected, 11 resigned, three merged, 
,one suspended. 

A resolution commending the 
Postmaster General and the Post 
Office Department “for the practi- 
,cal approach they have taken to 
eliminate’ inefficient operations, 
while at the same time seeking to 
improve service to the public’ was 
adopted unanimously by the con- 
vention. 


'@ George C. Biggers, of the Atlan- 

ta Journal and Constitution, was 
elected president of the ANPA, 
| succeeding Charles F. McCahill of 
‘the Cleveland News, who now be- 
comes a director. Richard W. Slo- 
cum of the Philadelphia Bulletin 
was elected v.p.; William Dwight 
of the Transcript Telegram, Holy- 
oke, Mass., was named secretary, 
and William L. Fanning of the 
Westchester County Newspapers, 
Yonkers, N. Y., was reelected treas- 
urer. 

As president of the ANPA, Mr. 
Biggers automatically becomes an 
ex officio member of the board of 
the BofA. 

William G. Chandler, president 
of the Scripps-Howard Supply Co. 
and the Scripps-Howard Invest- 
ment Co., and former ANPA pres- 
ident, retired from all executive 
positions with the publishers group. 
He was presented with a plaque in 
recognition of longtime service. 


ah . ‘ee ogieg Se cara! te eae re BE ee. LS Eee Pe ee =a, caer ee / Giver! S i 6 ier athe ap ice get < Me ao hat ee tee ae 209 we * a a 4! i. ge Me 
ets et oe 3 we # nT ae | Se ea, Boe re a! nea - ERs ie ey Po RR <o : RATS ee ea Sa ey ak a ea Jo, ae ins “ies ae 
aay ee y . ees ee iia eh ee wey cet 2 Oe 4 See as et aca k ame Ne aE aera NE RAEN 28 9 a5 ce ROA re Ene Pas piven Re Flags ee oN ‘i 
ees CGA ' eae See ae <= oae BO Cee ie re gfe f iad : : he 
i ae, eg ‘ 4 ‘ ee ey ra pe de ek : a aN ie oe ap iat Mia yea "i He ait o Beh. Se eee es nag eee te Catt ay he eos a Mei apiiatatak 
F a Fe ee ge ras Aen ’ Oe este Be tea eae ae Bene aoe Me ao Ae Ee era iach Sg RRS. ee Pa a> & Tee eee ty OZ TE ea eae een eis 3 
SO Net eB cee ae Sa vine Lome e f Ba = . CR asa 6 ee: : Lean? * . Nene’ <M re * Rte heel en 3 ea eer. Py sais 3 Lame "as eee RET at ei et re eae Sr ett a ne ey ea He 
Rh es : Betta Wy i ae aoe aah ea Re “i Re ie Ay? A aS = eee, E ee } pacts Sa $5) e years iter by: Sess ws sis i a ease me an ee is a ; PSs. She ener ees Pee gs aes BS SG ack 2 c= oo aS ea pio see 
eee ne ¢ js os eek rk ¥ A ar. | = le 
Coens ~ “ b) 2 . é m - <r ™ ¥ is 
af . - aa IIIT nS? maar a . 
fs 
an . 
8 eC 
: 
. R 
te } 
Be, 
a Hi 
ba j 
a | i 
Ag t 
be : 
en ara | | 
aa 
y a, 
a 
Fs 
ae | 
i a } 
} 
a 
aa 
eS 
Bakes 
rae 
ee 
a | 
or en 
she , 
ie 
a 
aie ee 
ee ee 
re 
+ 
a 
sais 
“cs ; 
toe } 
oe 
Ms | 
ee 
ae. 
_ re a Pian 
an j ; 
tee . on sie? 
hg + Q gg tag . 
ree ? ¥ : :: ue “shut 
nee ° See % ) n 
Saar y r » ! o i 
MEET m “| “4 ¥ G 
eae) m | son a t 
anne! . + . . 
a am , 
3 ie — ' a & 
acs , ~ ( re pai - ¢ Ve 
ai; : get D P ‘ind aN > emi 55. s a, Pp | 
iain ; ; ~- u ; P aa 3 singe F 8. 
See - ro r ae ot 
i ‘ ‘og 4 7 i ie a ‘ BY 
t Ge ’ < Sa hoa ‘i 5. 3 re’ Te, 
seh a a aw . 5 AE 4 en, * £ Fae | ‘3 oe Sei tye 
oe r - Tel SS geithe otgs's nn A. eS om Reg etd 
Mere P = a “at +~ ee ee ee Bi sig nai g ame NE Ten 3 Sg 
aig te 8 —_ : tee ; EMMI Pty Ree gig eraser 
ae é 
thee Re 7 Kaw - a> eats sor] 
via ; ' # Rise ® 
; oe ti 5 - Z 
: : . as Bee ; . eh -s x 
wb ot ees) Pas 
a ie ke 3 ; t%, 
cate ee 
ea a 
site [| 
MEY ize 
ee 
ee 
| a 
‘ é é ™ Me oi 
peace or Se hee : a eee A ee a ay Soe tld ine A Ne Cal sta ea iy 2 aati, “era atare, ys ee: 
i ener ders Rc Serta" amie ee ae ce nterain We TOA Le cee ken. | antes ae Mga Nain Wik Ween ere es 
Be Zaslaia ET asa Pe a)" POP ae a SIs aE Se ge tale Se ecaeea a (9) nal gE ee ins Me Rane Meg ie ug 
> | | | | | : . 
; . 2 : 2 si 
; BI i : ms 
‘ wi NY 060 NO Ss lS i. ae — eer er ee vad 
: Cevearee ee 5 eT ae ee eee nF ‘ Be ae ee ec ere ie dea ah een a Ne ie pla a 
' ives pa ‘Aas ee ee ee Se ae Smee ee a Seley: Pets oe ae ge ra ak of ne, 
‘ ; “ 
$ . : : A * a ice . Bae Yn % ai: 2 < ; ‘ 1 ipa eS yn a. 3 
7 ca dee Coc | a Sieh curr, 7 y me ; - ar ; : ‘ 
e ‘ F mt a eG Monies ae eo ere e oe aK ys ‘ ees " + a Zs oF tog -f Ae? 1 oe 5: ec Ne Celis) x 2+ 3 - ai é ; ih eh Pele ¥ é , . 4 ; 
es gene Let Ph we aie ; PUNY age ge wn BN 8 oral, & ue ig ota a 3 he. ewe Gs Va Mgt = ; ; > ee WO Ge See Glee x Bs gy Eh Ws Sig 3 “ ee i ae Pete ea oe E . ; ht,“ i. * Ue 
‘ . Se ‘ crest BAe: q 4 t ae " ¢ cy “ a y 


te Te 


1952 expenditures placed in each Chicago newspaper by 
grocery store product advertisers who spent individually 
$5,000.00 or more in all Chicago newspapers combined. 


$3,634,960 


$612,949 


$1,530,805 $1,469,149 
50.1% 21.1% 20.3% 8.5% 
CHICAGO TRIBUNE CHICAGO PAPER B CHICAGO PAPER € CHICAGO PAPER D 


(rrocery store product advertisers who spent *5,000.00 last year placed more of their 
promotion funds in the Tribune than in all other Chicago newspapers combined! 


WHEN you plan your advertising to get more sales in 
Chicago, you will want to have handy the above chart. 
It shows how the leading manufacturers and processors 
of grocery store products appraise the selling power of 
each Chicago newspaper. 

Last year 171 advertisers in the grocery store product 
field spent individually $5,000.00 or more for Chicago 
newspaper advertising. Their combined expenditure was 
$7,247,863.00. They placed $3,634,960.00 in the Tribune 
—more than they placed in all other Chicago newspapers 
combined. 

When the leading advertisers in the food industry demon- 


strate so conclusively their preference for the Tribune, 
you can be sure that the Tribune delivers the kind of 
results you want your advertising to produce. 

Read by hundreds of thousands more than read any 
other Chicago newspaper, the Tribune reaches an audi- 
ence on which you can concentrate your advertising with 
confident assurance of greater returns. 

You can get more business by taking advantage of the 
greater selling power of the Chicago Tribune. A Tribune 
representative will be glad to work out with you an 
effective advertising program. Why not call right now 
while the subject is fresh in your mind? 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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Revco Sets Summer 


Drive for Freezers 


DEERFIELD, Micu., April 22— 
Revco Inc. will kick off a summer 
campaign for its home chill chests 
with a two-color bleed page in the 
May 14 issue of Life. 


This ad will be followed by half 
pages during June, July and Au- 
gust in Better Homes & Gardens, 
Country Gentleman, Good House- 
keeping, Poultry Tribune, Pro- 
gressive Farmer, Successful Farm- 
ing and Sunset Magazine. 

The ads will stress the money- 
saving aspect of the Revco freez- 
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70,000 households in the 
Quad-Cities 


ers. 

Dealer aids will include the Life 
ad on an easel, complete kit of 
promotion material, TV film com- 
mercials, radio singing commer- 
cials, 24-sheet posters, counter 
cards, bus and car cards, newspa- 
per ad mats, direct mail cards and 
Revco chill chest toy banks. 

Beeson-Reichert, Toledo, is the 
agency. 


Walter-Jacques Bows 


Walter Fishman, formerly publi- 
cations manager for Kaiser-Frazer 
Corp., Detroit, and Jacques Les- 
Strang, previously editor of the! 
“Kaiser-Frazer Dealer News,” have 
| formed Walter-Jacques Associates, 
118086 James Couzens, Detroit, to 
handle industrial advertising and 
public relations. 


Rosaen to Hydreco Division 


Borje Rosaen, sales manager for 
the Dudco division, Hazel Park, 
Mich., has been named sales man- 
ager of the Hydreco division, New 
York Air Brake Co., Cleveland. 
He will continue in his Dudco 
division post. 


Advertising Age, April 27, 1953 


Labor Gave Newspapers Little Trouble 
in 1952: No Industry-Wide Bargaining 


New York, April 21—The year 
1952 was a good year, as far as 
newspapers’ labor relations were 
concerned, the special standing 
committee of the American News- 
paper Publishers Assn. told the 
publishers’ convention this week. 

Last year there were 11 strikes 
against ANPA members. Com- 
pared to 1951, when there were no 


ANPA Convention 


strikes (a record for the 20th cen- 
tury), this is a sizable increase, 
but it is actually half the ten-year 
average. In the past decade, there 
have been 232 newspaper strikes, 
an average of 23 a year—so 1952 
was better than average for labor 
peace in the newspaper business. 


s These are the highlights of the 
annual labor report: 


Strikes: Of the 11 strikes against 


EVERY AD IS AN ACTOR 


—and every actor 


must have a 


proper stage setting 


ADVERTISEMENTS, like charac- 
ters in a play, need the proper back- 
ground to best put across their “‘lines.” 
The Post now offers advertisers a 
completely new stage setting that is 
sure to help every ad give you a 
stellar performance. 

This new backdrop for advertisements 
is our new NEWS type — REGAL 


No. 1. 


It’s a more legible, modern, 


appealing type that puts Post readers 
in a more receptive mood. 

Recently a group of leading specialists 
made important new discoveries about 


eyes and reading. From their find- 


ings, 


Intertype Regal was created. 
Regal No. 1 means easier, 


faster 


reading with less eyestrain. 


The Post has installed 


eleven new 


Intertype machines to handle the new 
type and also to provide a complete, 
fresh assortment of type faces for 
eye-catching advertisements. 

For 122 years The Post has been a 
substantial member of the New Eng- 


land Community. 
strong 


It’s 
and will 
grow stronger! 


New England’s Largest Morning Circulation! 


Ehe Boston Post 


Represented by KELLY-SMITH CO., Coast-to-Coast 


still going 
continue to 


ANPA members in 1952, three 
were settled overnight, and only 
four continue. There are now 50 
ITU strikes against 75 newspapers, 
which are being published with- 
out ITU. Since Jan. 1, 1953, the 
ITU struck the Waukegan News- 
Sun, the drivers struck at the San 
Mateo Times, and the stereotypers 
had a three-day strike at the Syra- 
cuse newspapers. 

Teletypesetter: The controversy 
over teletypesetter jurisdiction 
continues, but expansion of the 
service has continued within or 
without ITU jurisdiction. As of 
Jan. 1, more than 800 U.S. and 
Canadian newspapers were using 
teletypesetters. ITU law and policy 
call for locals to demand jurisdic- 
tion over the local perforating pro- 
cess, and many publishers have 
agreed; other publishers operate 
without a union contract and their 
ITU printers continue to take tape 
from non-union perforator opera- 
tors. There were no ITU strikes in 
1952 over the one issue of local 
perforator jurisdiction. 


# “Outside tape” still raises a 
problem, since a year ago ITU’s 
executive council declared that 
only AP, UP and INS circuit tape 
was produced under contract with 
ITU and CTU, and prohibited fea- 
tures. This attitude created the 
four-newspaper strike at Moline- 
Davenport-Rock Island, where 
outside tape is the main issue. 

Litigation: During the year, the 
Supreme Court upheld the ruling 
of a circuit court sustaining the 
basic charge of the ANPA against 
the National Labor Relations 
Board. On March 11, 1953, the 
NLRB “finally proposed an appro- 
priate order” mandating the ITU 
to stop refusing to bargain with 
publishers. During the same year 
the Supreme Court held that ITU 
may legally propose bogus provi- 
sions, although bogus was called 
a “wasteful procedure.” | 


® Contracts: The ANPA central 
office now has 1,382 contracts, all 
different. This apparently indi- 
cates that the threat of industry- 
wide bargaining in the newspaper 
business is past. Of the 1,382 con- 
tracts, 975 are mechanical, the 
highest number since 1947; 72 are 
ITU contracts expired but open for 
renewal; 155 are editorial and 
commercial agreements; and 180 
are miscellaneous contracts. 

The committee continued to 
plump for arbitration, asserting: 
“Arbitration is free. ANPA offers 
it to everybody. The pressmen 
have proved it is a mutual benefit. 
Other unions increasingly agree. 
Thirty-five newspaper awards in 
1952 prove that fact. Only seven 
of those cases involved pressmen. 
Other unions adopt the procedure 
without compulsion. But the num- 
ber of awards doesn’t prove the 
whole value. Arbitration forces 
many settlements that strikes 
prevent.” 


Agency Loses One, Adds Two 


Otoe Food Products Co., Nebras- 
ka City, and its agency, Comer & 
Reames, Kansas City, will ter- 
minate their association by mutual 
agreement on June 1. The agency 
has been named to handle adver- 
tising for Hill Packing Co., Topeka, 
maker of Hill’s Gold Label dog 
food (newspapers, radio and televi- 
sion will be used), and by Missis- 


sippi West Sales Co., Kansas City. 


| 
Tri-State to Run TV Outlet 


| Civie Broadcasters, operator of 
_WDOK, Cleveland, has_ been 
‘granted permission by the Federal 
‘Communications Commission to 
‘build a television station at Water- 
loo, Ind. The station, transmitting 
(on Channel 15, will begin opera- 
itions Oct. 1. The company has 
formed Tri-State Television Inc., 
‘to operate the new TV outlet. 
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NEWSSTANDS 


Will Produce Results 
for Next Six Months 


NOW ON THE i 


SMALL HOMES GUIDE produces inquiries at 
lower cost than any other consumer medium 
available to the advertiser of building materials, 
equipment, appliances and home furnishings. 
“Any other consumer medium” includes not only 
other magazines, newspapers, radio and televi- 
sion, but direct mail as well. GUIDE delivers 
direct mail accuracy — at magazine rates. 

The quality of GUIDE inquiries is as good as, or 
better than, the inquiries produced by any other 
medium. 

Unlike weeklies and monthlies, twice-a-year 
SMALL HOMES GUIDE produces these in- 
quiries throughout a six-month period. GUIDE 
has a longer working life for the advertiser — 
plus greater intensity of readership. 


Our authority for these statements? 
The experience of our advertisers. 
Ask them — or us — for the story. 


WANT A RECIPE FOR RICE PUDDING, OR A FEW 
THOUSAND WORDS ON THE PERILS OF 
SOME PRESENT-DAY PAULINE? 


Don’t look in SMALL HOMES GUIDE. 


The people who put their dough on the line at the newsstands for 
this unique magazine and its new companion publication, HOME 
MODERNIZING, buy building and remodeling information — and 
nothing else. 


These people buy GUIDE of their own free will. We don’t campaign 
for circulation, we discourage subscriptions. Our easy-does-it cir- 
culation policy can be summarized in a sentence: We put SMALL 
HOMES GUIDE and HOME MODERNIZING on the newsstands 
... they buy it. 


We know that our self-selecting audience reads what it pays for — 
in a surprising percentage of cases the entire content, both editorial 
and advertising. 


Take our two-horse team —SMALL HOMES GUIDE and HOME 
MODERNIZING. They’ll carry you to the multi-billion-dollar 
building and remodeling market. Four insertions a year make a 
complete schedule, covering both magazines; your modest invest- 
ment in these two books will produce more results than the same 
number of dollars can produce for you through any other medium. 


Call in the GUIDE man and get the documented story. 


HU modernizing 


_ SMALL HOMES GUIDE $2."tstingeni:cvscue2.m 


FRanklin 2-8240 


ADVERTISING OFFICES 


NEW YORK CHICAGO DALLAS 
Clifford E. Swenson S. C. Warden & Associates Dick Worthington 
441 Lexington Ave. 400 W. Madison St. McDonald-Thompson Co. 
New York 17, N. Y. Chicago 6, Il. 6617 Snider Plaza 
Murray Hill 2-1340 CEntral 6-2757 Legan 6283 
PACIFIC COAST — McDonald-Thompson Co. 
625 Market St. 37 e le Terminal Sele 
on rs ues ‘27 W. éth St s Bidg. Colerade Nationa! 


’ Angeles 5, Calif. Seattie 1, Washington Bonk 
YUkon 6-0647 OUnkirk 7-5391 Main 3860 Denver 3 Cole. 
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Funded Reserves for Advertising 


Concerned about the possibility that any recession in business might 
result in meat-axe cuts in industrial advertising budgets, a number 
of prominent membefs of National Industrial Advertisers Assn. have 
been giving serious study to the possibility of funded reserves for ad- 
vertising. 

Jack Apsey of Black & Decker, former NIAA president, and Gene 
Wedereit of Tube Turns, present NIAA president, have been especial- 
ly active in urging more careful study of the idea. Mr. Wedereit, for 
example, devoted a considerable portion of a talk in Milwaukee last 
week, when Associated Business Publications awards were presented, 
to the subject. 

Funded reserves for advertising—money set aside in good times 
and earmarked for advertising and promotion in future years—have 
been urged by a number of important figures in business and eco- 
nomics, as well as by advertising men. They represent an unusually 
potent instrument for leveling out the peaks and valleys of a free 
economy, by providing assurance that promotional funds will be avail- 
able when business turns down. 

What is needed to make such funds a reality is a tax ruling or a 
change in the tax structure which would permit reserves for adver- 
tising to be handled as a taxable deduction in the year they are put 
aside, rather than in the year they are spent. 

It has been argued that such a provision would be extremely diffi- 
cult to write into law; that it has “never been done before”; and that 
if advertising is to be given special consideration, so ought various 
other aspects of business operations. All of these objections are of 
course valid, and perhaps some of them will prove, on examination, 
to present insurmountable difficulties. But we have our doubts. 

The right of business to arrange for continuity of promotional ef- 
fort under a system which might flatten out both the upward and 
downward cycles of the business curve is so important that it de- 
serves careful study and discussion, and not mere offhand waving 
away. If the details could be worked out, as we are sure they could, 
the economy might very easily find itself possessed of an extremely 
important weapon with which to ward off practically any threat of 
serious trouble. 


Those Old-Fashioned ‘Flat’ Films 


If there be any among the handful of readers of this sparkling edi- 
torial column who have ever doubted the literal veracity of “Neces- 
sity is the mother of invention,” cast forth your doubts and enter 
into the kingdom of 3-D. 

The motion picture industry, a year or so ago, was on the verge of 
collective bankruptcy. It said so itself. Those little box-like contrap- 
tions that people were putting into their living rooms were deliver- 
ing simultaneous sight and sound and in the process putting the mo- 
tion picture producer and exhibitor out of business. 

Then, with a dramatic suddenness worthy of the best talents of 
Hollywood, three dimensions came riding out of the blue to rescue 
the poor exhibitors from a fate worse than death. Now, almost over- 
night, such acknowledged experts as Spyros Skoura’, president of 
20th Century-Fox, nonchalantly announce the demise of that old 
style, outmoded, old fashioned, prehistoric-type “flat” film, and the 
enthronement of 3-D stuff on the rejuvenated screens of thousands 
of motion picture theaters. 

So the motion picture exhibitors are going to be saved. Lots of ex- 
pensive real estate which threatened to sit idle is going to move back 
into profitable use. The sale of popcorn will zoom upward, and joy 
will reign throughout the land. For the old fashioned and the stub- 
born, there will be lots of “flat’”” movies—a little behind the times, 
but serviceable—which the newly rejuvenated movie producers will 
be happy to sell to TV stations for a reasonably modest fee. 
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—Electrical Merchandising 


What They're Saying 


Look Ahead for Electronics 

Between now and 1960—and 
that is only seven years away— 
great ehanges in industry will take 
place as a result of developments 
in solid-state electronics. Present 
day electronic devices, instru- 
ments and systems will be transis- 
torized. This new tool of science 
will widen the usefulness of elec- 
tronics. 

Within the next few years we 
should not be surprised to see elec- 
tronic appliances find their way 
into the home. Air-conditioners, 
using electronics, eliminating mo- 
tors, blowers and compressors, and 
therefore noiseless in operation, 
may lead a mighty procession of 
household products to new mar- 
kets. 

Industrial electronics offer many 
opportunities for substantial de- 
velopment and expansion. It will 
revolutionize many phases of busi- 
ness, especially within large or- 
ganizations. For example, elec- 
tronic computers can _ translate, 
process, compute, store and print 
pertinent facts and information. 
Electronics will change clerical op- 
erations, relieve men of routine 
and drudgery and effect enormous 
savings in time, money and ma- 
terials... 

Thus far, the phenomenal 
growth of broadcast television has 
overshadowed other applications 
which operate over closed-circuit 
systems and constitute the grow- 
ing field of industrial television. 

Wherever danger, remoteness or 
discomfort preclude the presence 
of a human observer, the industrial 
television camera can take his 
place. Handling of explosives, 
pouring castings, watching the op- 
erations of furnaces znd remote 


power sub-stations are examples of 


'TV’s usefulness to industry. 


As yet only a negligible fraction 


| of the potential of industrial tele- 


vision has been tapped. The major 
obstacle has been cost. That is be- 
ing overcome by lightweight 
equipment using the vidicon cam- 


era tube. The dimensions of in-| 


lenges that spring frora our op- 
portunities, the wonders we have 
witnessed in the past 50 years will 
be dwarfed. Indeed, the advances 
of the next half century will make 
those of our generation pale into 
insignificance. 

America, supremely the land of 
liberty, is also supremely the land 
of science. This is no accident, but 
a matter of cause and effect. Free- 
dom is the oxygen without which 
science cannot breathe. 


~—Address by David Sarnoff, board 
chairman, Radio Corp. of America, 
before Institute of Radio Engineers, 
March 25, 1953, New York. 


Marshal the Facts 


that it is current conversation these 
days to consider what is going to 
happen when these government 
expenditures slide downward. It is 
a fine and appropriate thing that 
business men and others should 
thus direct their attention to this 
problem. It would be my earnest 
plea, however, that consideration 
of this problem be made in the 
same vein that a business man 
would consider any other problem 
which confronts him day by day— 
not in a furtive, half-scared man- 
ner, but in a fully confident, 
straightforward manner. The way 
to solve any problem is to marshal 
the facts relating to it, examine 
them carefully, and then come up 
with a sound diagnosis as to what 
should be done to meet that par- 
ticular problem. This same formula 
should be applied in considering 


government expenditures. 


—Walter Williams, Under Secretary of 
Commerce, in an address before the 
manufacturing conference, American 
Management Assn., in New York. 


Admen as Scientists 
From reading advertising today, 


} 


I am perfectly aware of the fact 


this question of the sliding off of 


Advertising Age, April 27, 1953 


‘Rough Proofs 


According to a number of well- 
‘known agency men, the manufac- 
| turers of cake mixes have certainly 
been stirring things up lately. 
| e 
| Now that a smart young weekly 
| magazine is being discontinued, 
someone is sure to try making a 
crack about how difficult it is to 
tell the Quick from the dead. 


If R. J. Reynolds goes through 
|with its reported plans to make 
Camel a king-size cigaret, the slo- 
gan might be, “The longer you 
smoke ’em, the better you like 
’em.” 


Winners of those attractive con- 
test prizes of trips to la belle 
France will see Paris all right, but 
to French business people they will 
merely be another invisible export. 


Iowa agriculturists, says Wal- 
laces’ Farmer, could afford to use 
300,000 tons of fertilizer on corn 
alone, and it’s a good thing they 
have a lot of manure spreaders 
around, too. 


When Everywoman’s Magazine 
says look at all three, it is hinting 
broadly to advertisers that they 
may expect to get a chain reaction. 


Life talks about “our unusual 
combination of good business sense, 
romantic yearning, scientific skep- 
ticism and religious faith.” 

Our romantic yearning is by far 
the most popular abroad. 


“There are more radio sets in 
American homes than there are 
beds,” says Station WGN. 

It’s a good thing some of the sta- 
tions are broadcasting all night. 


Frederick P. Reynolds Jr. is 
leaving the agency business flat 
on its back to take over the man- 
agement of Arnos Vale Beach Ho- 
tel, Tobago, B. W. I., where Robin- 
'son Crusoe was shipwrecked. 

Here’s hoping he finds a Girl 
Friday. 


“Can you write copy,” asks the 
ad, “that sells air conditioning?” 
The best copy is written con- 
sistently by the Weather Bureau. 


A publication executive looking 
for a new job says he’s now em- 
ployed, but stymied. 

Of course, if you can’t move the 
ball, you’ve got to move the hole. 


| ; 


you get the idea that we are living | 
in a scientific age—but most of the | 
scientific discoveries, it seems, are | 
being made by the writers of ad-| 
vertising. We now have Solium in 
soap, Dynax axles on cars, Curtisol | 
in hair dressing. I question wheth- | 
dustrial television may surpass the | er anyone knows what these things 


“Dissapointed with your repro- 
duction?” asks an engraver. 

No, only with lettering men who 
ie spell. 


Miami, says the Herald, is third 


growth in broadcast television we are or what they will do for the in car ownership per capita in the 


are now witnessing. 
I hold to the conviction that if 


we intelligently accept the chal- | 


| buyer. 


nation, and no wonder it’s so hard 


—Bennett Chapple, assistant executive | to park on Biscayne Blvd. 


at the Atlanta Advertising Institute. 


v.p.—merchandising, U.S. Steel Corp., 


| Copy Cus. 
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GIVES MORE RESULTS PER 
ADVERTISING DOLLAR IN 


DELAWARE VALLEY, U.S.A. 


THE GREATER 
7 PHILADELPHIA MARKET 


“ POPULATION 
@ Philadelphia area, 
ever 4,500,000 
persons 
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Delaware Valley 
, is World's Great- 
est Industrial 
Area 
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RETAIL SALES 


Philadelphia 
@ area, over 4 
billion dollars 


STABILIT' 


yearly | on Diversified industry , 
oo : EAMDEN | means steady em- 
: ployment, fewer 
5 
Coun NEw ' * — fuetuations in labor 


force... always a 
sure market 


To establish Delaware Valley’s impor- 


= GROWTH 
, FACTOR 


Capacity and potential 
for dynamic expansion 


tance in your sales picture, look at the 
first four dimensions. Today, 112 billion 
dollars goes into Delaware Valley indus- 
trial expansion... 114 million families 


spend record sums. That crucial ‘Sth 


Dimension”— The Growth Factor — 
means even more sales at /ess cost from 
your future advertising here. Behind 
this progressing boom stands THE 
PHILADELPHIA INQUIRER, favorite with 
advertisers seeking sales dividends all 


over dynamic Delaware Valley! 


= Che Philadelphia Mnguiver 


Constructively Serving the World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259. 
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70.7% of NEWSWEEK’s families own 
corporation stocks or bonds. (That’s 10 
times the national family average as 
revealed by the 1952 census.) - 


The average value of holdings by NEWSWEEK 
families of stocks, bonds, and government 
securities is $11,164! 


76% consider company advertising im- 
portant guides to investment purchases. 


SY). 

SN Sell NEWSWEEK’s families (average income 
3 times the national average!) and you sell 
your company and your product both! For 
just-published research report on the subject 
—write to Research Director, NEWSWEEK, 
152 West 42nd Street, New York 36, N. Y. 
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Reinecke & Associates Moves ceutical Products ine. gol 
; s been promoted 
Reinecke & Associates, Chicago | in ol pve pig 


product styling at ee Onio| 
‘ a) 

a wpuiouss WTVN Boosts Wiegand 
Robert C. Wiegand has nent 
iba Products Boosts Beattie promoted to sales manager o 
pag R. Beattie, in the ad-|WTVN, Columbus television out- 


vertising division of Ciba Pharma- | let. 


Available for Prompt Action 


CONEY ISLAND BOARDWALK 24-sheet DISPLAYS 
set at eye level, individual panels, inescapable. 


Sold as unit of twelve. No split-ups. 
Five months, May through Sept. 53. 
First opening in twelve years. 
Season’s circulation estimated FIFTY MILLION pedestrians. 
Illuminated by Boardwalk arc lights. 


W. H. England, 2025 Regent Place, Brooklyn, N. - 
for information. i 


Department Store Sales.. 


Post-Easter Week Sales Slump 18% 


Wasuincton, April 21—An ex- 
pected post-Easter slump sent de- 
partment store sales back below 
the 1947-49 average for the first 
time since early March, according 
to the Federal Reserve Board. 

The board’s index showed a fall 
from 118 for the week of April 4, 
1953, to 97 for the week ended 
April 11. Sales for the April 11 
week were 13% below those for 
the corresponding week a year 
ago (which, however, was the final 
pre-Easter week of 52, and a peak 
sales period, the board pointed 
out). 

A better test was to compare the 
declines in the first week after 
Easter for each of the two years. 
This showed a 14% fall between the 


and an 18% sales drop between the 
weeks of April 4 and April 11 this 
year. 

The after-Easter slump was gen- 
erally well-distributed over the na- 
tion, the one exception being the 
Chicago district. There, special 
post-Easter promotions helped to 
maintain big retailing at a high 
level only 8% below that of the 
previous week, and 2% under the 
level of a year ago. 

A report from Chicago showed 
consumers responding especially 
| well to special sales in home fur- 
‘nishings, with the result that fur- 
niture, floor coverings, appliance 
and television sales showed large 
gains over a year ago. 


Righ 


That’s where Electrical Dealer’s Distributor Salesman's 
Edition goes. It’s home delivered. 

And that’s where your sales story goes when you put it in 
this magazine — right into the homes of nearly 9,000 appli- 
ance-TV-radio distributor salesmen — one of the most 
important sales groups in America. 

These are the men who are the final representatives between 
you and all of your dealers. The more they know about your 
products and policies, the better chance you have to improve 
your dealer distribution. 

The distributor salesman’s section in Electrical Dealer pro- 
vides the only material in the U. S. edited exclusively for 
these men. Take a look at this section. (If you don’t have a 
copy of Electrical Dealer, we will be glad to send you one.) 
Note how our editors cover subjects of interest only to dis- 


into the 


living room | 


tributor salesmen. Many of these subjects are the same 
subjects that come in for long discussions in manufacturers’ 


sales departments. 


Put yourself in the place of a distributor salesman. Would 
you be interested in getting this kind of help? Would you 
read this special section? We think you would — as 
thousands of these men are doing — in their homes — at 


their leisure. 


Here is the place to keep your sales story — in Electrical 
Dealer — every month. Electrical Dealer delivers Readers 
— nearly 9,000 distributor salesmen — 29,000 leading 
appliance, radio and TV dealers — and every electrical 
appliance distributor in the country. ED is the only maga- 
zine that covers a// 3 important sales groups. The Haywood 
Publishing Company, Chicago, Illinois. 


April 12 and April 19 weeks of ’52, || 


EPARTMENT STOR 


SALES INDEX. 


1947.49 equals 100 


Week to Apr. 11, ’53*..p97 
| Week to Apr. 12, ’52*..111 
‘Fi Week to Apr. 4, ’53*..118 
‘11 Week to Apr. 5, ’52*....109 
|] Week to Mar. 28, ’53*..112 
‘f4 Week to Mar. 29, ’52*..101 


*Not seasonally adjusted. 
pPreliminary. 


% Change from ‘52 

Week Ended 

Federal Reserve Mar. Apr. Apr. 
District, Area, and City 28 4 11 


UNITED STATES ............ il 8s —13 
Boston District ................ 6 3 —23 
Metropolitan Areas 

BT EOI senisnencbeiscctannse 10 20 —31 
Lowell-Lawrence ........ 18 35 —34 
Cities 

Downtown Boston ...... 8 —5 —19 
| EE ae 13 7 —33 
Per —9 8 —27 

New York District .......... 1 o —18 

Metropolitan Areas 

MEIN inigathainnnscontinisaciites 7 +rll —16 
PIII hcecntscssieticcosanetes 7 12 —17 
IRIEL vesisccissuinstincsanisete 15 rl0 —I16 
Cities 

EE EE: Sstestnessnssccecsese —2 r—3 —18 
PIE tincacitckciebisciorcoesiaxs 2-2 —23 

Philadelphia District .... 7jr-3s —i2 
City 

Philadelphia .................. 4 r—6 —15 


Cleveland District 
Metropolitan Areas 
Akron 


Cincinnati 21 20 —15 
Columbus 18 22 —12 
Toledo 8 13 —16 
OE deal cee siihasnatallidakanies 12 19 —14 
Cities 
INE vciceccsiccsnssccesscess 13 10 —18 
BP NIIED  chescisccsconsecserses 6 —6 —12 
Richmond District .......... 7 r —20 
Metropolitan Areas 
Washington _ .................. 9 4 —20 
Downtown Washington 1 —l —25 
UNI capstacsscntancecctoces 7 1 —23 
Atlanta District .............. 13 rl2 —13 
Metropolitan Areas 
Birmingham ................... 19 15 * 
Jacksonville .................. —1 2 —25 
Ps ahi etbeniiiiinnsanicinasinsss 17 8 —4 
PD. siethitnninsmiacinicsizeins 9 8 —10 
IIIA coiiccsiclidlsctaieaieade 8 ll e 
New Orleans ................ 9 24 —20 
SIE ai suntietsaptsesscessece 18 1l —21 
Chicago District .............. 16 9 —2 
Metropolitan Areas 
IID iid cinsedcnnedatcevtaries 14 8 —2 
Indianapolis .................. ll 8 —13 
NE | diihiniehbesienipccscenterss 20 9 6 
Milwaukee ................... 9 4 —8 
St. Louis District ............ 14 ré —10 
Metropolitan Areas 
Little Rock ....... ie 0 19 —12 
Louisville ... 8 4 —16 
St. Louis ... as 16 5 —10 
Memphis ................+. = 19 4 —13 
Minneapolis District ...... 19 137 —15 


Metropolitan Areas 
Minneapolis-St. Paul . 19 17 —14 


Minneapolis City ...... 19 15 —12 

St. Paul City ......... 20 21 —20 
Cities 

Duluth-Superior .......... 18 21 —13 
Kansas City District ...... 12 rliO —I12 
Metropolitan Areas 

po Ee 1l 11 —22 

eee. 26 8 ° 

Wee IEE Biiiasessscbdtiedoncsceseees 18 1l —5 

Ss SII ilstisescotscndecoseecs 8 6 —29 

Oklahoma City ............. 9 9 —10 

a ae : q 8 —7 
City 

ID SII kctcccecsenaceiens 10 11 —12 
Dallas District .............. ; 16 18&s.6lU—9 
Metropolitan Areas 

EEE? eetdtishimiaiaiticremcseun 21 9 —11 

a - 5 29 —14 

a Bf 8 11 —18 

I i i cacieaa cteretas 29 235 —2 

San Antonio ................... —7 16 —15 
San Francisco District .. 10 1 —14 
Metropolitan Areas 

Los Angeles .................. 10 17 —1l1 


Downtown Los Angeles 8 13 —20 
Westside Los Angeles gq 13 —6 


SET 4 18 —20 
San Francisco-Oakland 12 14 —22 

San Francisco City 6 10 —28 
Oakland City .............. 21 21 —13 
IIE idisiccssacsectantnndicn ‘ 12 3 —12 
Salt Lake City .............. 23 12 —29 
TIS -deceeipapiindeistinverticeen x 6 22 —16 
SEITE ' Sdccbintabincdinidossensse bd 23 —13 

r—Revised. 


*Data not available. 


‘Booklist’ to Accept Ads 

The Booklist, publication of the 
American Library Assn., 50 E. 
Huron St., Chicago, has opened its 


ELECTRICAL DEALER 


Chicege 11, 22 East Huren Street 


THE APPLIANCE + RADIO - TV - SALESMAGAZINE 


aa ogg |= 


Cleveland 15, 1836 Euclid Ave. 
New York 17, 103 Park Ave. 
McDonald-Thompson... 

Sen Francisco, Dalles 

Los Angeles, Seattle 


columns to advertising. Issued 
| twice a month, the magazine's paid 
‘circulation is 11,500. Basic page 
‘rate will be $200. 


‘Holst. Cummings Joins 4A’‘s 


Holst, Cummings & Myers, Hon- 
olulu and San Francisco, has been 
elected to membership in the 
American Assn. of Advertising 
| Agencies. 
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WOMEN, No.2 «© W 
Clip Book of Ready-To-Use Art 
‘ COPYRIGHT 1953 . 

HARRY VOLK JR. ART STUDIO 


CENTRAL BUILDING. ATLANTIC CITY NJ 
REP ROOUCTION von aasy MPIC ANON 4S PROM EHTEO 


REOROER BY NUMBER @ No 125 © $2.50 


GIMMICKS e 
Clip Book of Ready-To-Use Art 


COPYRIGHT 1953 


HARRY VOLK JR. ART STUDIO 
CENTRAL BUILDING, ATLANTIC CITY, N. J. 
REPRODUCTION FOR RESYNDICATION 1S PROMIBITED 


REORDER BY NUMBER @ No. 123 @ $2.50 


OCCUPATIONS - © 


Clip Book of Ready-To-Use Art 
COPYRIGHT 1952 

HARRY VOLK JR. ART STUDIO 

CENTRAL BUILDING, ATLANTIC CITY, N. J. 

Reproduction for Resyndication is Prohibited 

REORDER BY NUMBER + No. (ili) + 


THE MEN + 
Clip Book of Ready-To-Use Art 


REPRODUCTION FOR REST NDICATION IS PROMIBITEO 
REORDER BY NUMBER @ NO. 124 @ $2.50 


+ 
s 4 Books, 48 One-Side Pages, 500 Art Proofs FREE! 
“3 i . , The four Clip Books, pictured above | GIMMICKS—142 black and white 
—15 4 d M J CI nd p in reduced size, contain 500 time-and- art proofs of useful advertising gadgets. 
New Art Saves Time an oney: ust ip ad aste! money-saving art proofs. Printed on Cartouches, frames, spotlights, etc. 
a slick Kromekote, in handy 5 x 8 size, © OCCUPATIONS—60 black and white 
-20 That’s right! You get all four of the “Clip  pre-drawn art. And in the months ahead we'll ¢ach book has 12 pages, printed one art proofs of doctors, nurses, teachers. 
a Books” illustrated in reduced size above—total do complete books on countless attention com- side. Here’s what y ou get as a gift: aay ye ee. a gm ete. ‘ 
12 value, $10—to clip = ss a? ge or pellers for which you have frequent need. Bie pinche nee Magen ne oa osen foot fi ; Ste ce aes Se o 
r s... for your il, cir- , sabe hye , ‘i a a : a 
22 poor sino house ph transk meaner and FRESH, NEW ART EVERY MONTH ing, etc. Realistic, decorative, humorous — gift just for trying a single issue of our 
. : : ‘ . techniques. monthly service of pre-drawn art. Send 
—5 neste a eae age Each and every month you'll receive two of WOMEN — 135 black and white art for protec free set today! Send no money 
—29 Each book is in handy 5 x 8 size, has twelve _ these wonderful Clip Books, each on a different proofs. Similar in content to The Men. —just use coupon below 
—10 one-side pages and dozens of sharp black-and- __ classification. They’re easily worth $15 a month. ; ‘ 
= white spot drawings. There are a total of 500 They’d be a bargain at $10 a month. But e 1 
- art proofs all reproduced in jet black ink on they're . . . Used Successfully By World-Famous Advertisers! 
9 slick Kromekote stock. All drawn to put snap Only $4.95 a month. And we ship postpaid... g ie Mes RPA Pe 
- and sparkle in your “low budget” jobs. Yes, a littie more than a dollar a week builds iumavg Goo Me. coeny bog Sreah Mole Phe 
14 Now, even a novice can turn out slick paste- a thrifty library of ready-to-use art. Hundreds Child's World tow Sastend Sewer The Toni Co. 
yer ups with this free collection of ready-to-use and hundreds of top-notch drawings that Continental Casualty Oneida Ltd. Troiler Deoler 
ar art! You merely select the drawing you need you'll use day after day in dozens of ways. Curtiss Candy Osborne Company Underwood Corp. 
14 to dress up an ad, then clip it and paste it in You'll want to test this art service in your &: €- Appliances Pan-American Lite United Cigar-Whelan 
position. The original art is in several con- own office and so you may enter a limited paenibag ty Corp. a ie Badillo, Puerto Rico 
7 venient sizes .. . it’s printed only on one side triat_ subscription with the full privilege of ee a. iy «ag a — Turkey 
2 of the stock .+.and the handy books will file cancelling at the end of the first month or any onsen Furnace Real Silk Satery G = many dt gsm 
—20 easily in any cabinet or drawer. succeeding month. Litho-Craft R.C.A. Victor Dist. Shane Qeamiiie taiiniite 
“a NO “EXTRA" REPRODUCTION FEES That’s right! You get the four gift books— __Luckoff, Wayburn Reuben H. Donnelley Regiomontana, Mexico 
er - ‘ ‘ eae ae ata ee aarp alerted eee enteieltleletetaledeteleal | 
—12 Best of all there are no reproduction fees! —without cost with your trial subscription to 
“= You may use whatever you wish, wherever you the Clip Books of Ready-To-Use Art. And Jj SEND NO MONEY! MAIL THIS COUPON TODAY! i 
13 wish, whenever you wish. No ifs... no ands =o cancel anytime—immediately, if you § HARRY VOLK JR. ART STUDIO | 
. +. no buts! wisn. 1 2 | 
N NO-RISK 
As a matter of fact, this gift collection of ry 600 COS EE serene CHV, %. 4. Guarantee | Of 
spot drawings is so useful and thrifty that UNCONDITIONALLY GUARANTEED i‘ Please rush my Gift copies of The Men, Women, Gimmicks If not detightea,| 
you’ll want to start a regular library of ready- fo save you time end money! If i and Occupations free of extra cost in conjunction with a return aan books ' 
, ® ‘ov ore is j i “ ; ¥ Ba ” within ays. 
to-use art. And that’s where our brand new aut eonehittly ceeled @ ean Fd deers ' a aces a ee yee Ng | ~— of a bn Use Art Subscription and] g 
the monthly service comes in! return the books and we'll cancel the charges or ‘ P rary esc o hve wae oa t to cancel a ' 
E. Each month we’re drawing two new Clip issue @ prompt refund. § at the end of the first month or any succeeding month. ' 
Ree Books of Ready-To-Use Art. Each and every | 
aid month this new service brings you two brand Our present supply of the four gift books is BD FO civcecttcccsbesscnsrocencesevigenepnerstdedbseestis nie ‘ ) 
age new Clip: Books with dozens of smart new limited, so request your copies immediately. 8 i 
illustrations. Yes, these books are also 5 x 8 to Simply clip, fill in and mail the coupon at lower i ADIOUMION GE sic sewccancescvecgesecvess ctbnlevisvictbtisiceee . | 
help you complete your desk-top library of right—today! It will save you time and money! § Address i 
i CHESHHSHHTHHCHHOHSHSHSHSHHEHSHHHHHHHHHEEHHECEHEKRE OH OKT OHHH EERE EOEOEEOESS ~ 
on=- e e ° ° Hy COSHH EH SHESEHESHHSHHEHHHHHHESHEHESHHH EHO LEOHTHH OHH T ECHOES EO HEEEEEES ree eee eee eres 
een Harry Volk Jr. Art Studio, 600 Central Building, Atlantic City,N.J. wenn eee eee eee ccd 
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CIRCULATION UP 


and rising steadily, issue after issue —__. 


Fastest moving magazine in America’s fastest moving indus- 
try, the new Country Gentleman is winning thousands of additional 
readers every month. And circulation continues to parallel farm 
market opportunity—among the Upper Half families who make the 
most and spend the most. Delivered circulation is already giving 
advertisers a 280,000 bonus ... and more is on the way. Take a 
new look at the new Country Gentleman, one of today’s most attrac- 


tive advertising buys! 


PAGES UP 100 


All four issues of the sparkling new 
Country Gentleman are substantially 
larger than corresponding 1952 issues. 
The current May issue totals 188 pages 
of editorial and advertising ideas for bet- 
ter farming and better country living. 


A CURTIS PUBLICATION 
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Drysdale Named Sales Head ‘Newsprint Output 
Robert M. Drysdale Jr., former- 


_ ly executive v.p. of the Federation | Drops; Consumption 


for Railway Progress, has been 
appointed v.p. and general sales Continues to Gain 


manager of Virginia Metal Prod-| 
ucts Corp., Orange, Va. | New York, April 22—Newsprint 


consumption continues to climb, 

‘Tribune’ Sets Ad Meet _but production has slid backwards. 
The fourth annual Chicago Trib-|_ First-quarter figures just re- 
une forum on distribution and ad- | leased by the American Newspaper 
vertising will be held May 26-27) Publishers Assn. estimates news- 
in the WGN audience studio. print consumption at 1,118,766 


tons, an increase of 2.3% over the 
‘BEL or first three months of "52, and 3.9% 


|over the comparable period of ’51. 

g Newsprint Service Bureau re- 
eo ® AGENCIES © CLIENTS 
are all exposed daily to claims for LIBEL, 


ports Canadian mills produced 1,- 
397,083 tons, 7,700 fewer in the 
first quarter this year than in the 
first three months of ’52, a decrease 

SLANDER, Invasion of Privacy, Violation of 

Copyright. 

INSURE THIS HAZARD! 
Our unique policy is adequate and amazingly 


of 0.5%. 
inexpensive. Experience proves it's smart 


s Output of U.S. mills was 268,592 


tons, 7.9% below first-quarter pro- 
duction in ’52, making continental 
production for the period 1,665,675 
tons or 1.8% under the first three 
months of last year. 

At the end of March, stocks of 


to be protected 
WRITE FOR DETAILS ANDO -RATES 


EMPLOYERS REINSURANCE 


CORPORATION 


ngurance Exchange Kansas City. Mo 


/newsprint at both Canadian and 


end of March, ’52. Publishers’ 
the end of March were 604,603 tons, 
equivalent to 45 days’ supply, com- 


504 tons at the end of March, ’52. 

The New York print market is 
quiet, and the price is firm at $126 
a ton delivered here. 


Stamps Takes Over Sholar 


Stamps-Conhaim-Whitehead, 
101 Fifth Ave., New York, has 
taken over Sholar Graphic Modes, 
furniture advertising mat service. 
Former Sholar Graphic subscribers 
will receive a new combined serv- 
ice wherever previous franchise 
commitments permit, as the Sholar 
furniture service will no longer be 
published. 


‘Implementos’ Joins CCA 


Implementos y Tractores, pub- 
lished by Implement & Tractor In- 
ternational Corp., Kansas City, has 
joined the Controlled Circulation 
Audit. 


U.S. mills totaled 210,543 tons, | 
compared with 175,422 tons at the 


Advertising Age, April 27, 1953 


Caidwell Joins ‘UN World’ = California Senate 


William J. Caldwell, formerly | 
promotion director of Fawcett Passes Bil] Curbing 


Publications, has been named ex- | 


‘stocks on hand and in transit at ecutive v.p. and general manager © 
olga ‘of United Nations World. He has Outdoor on Highway s 


pared with 42 days’ supply or 545,-. 


also been elected to the board of 
the parent company of the maga- 
| zine. 


Asks FCC for East TV Outlet 


| Stamford-Norwalk Television 
‘Corp., which will have offices in 
| Stamford, Conn., has applied to the 
| Federal Communications Commis- 
‘sion for assignment of Channel 27 
for operation of a station in the 
|southwestern Connecticut area. 


| 


Dysart to Reynolds Metals 

Richard E. Dysart, formerly 
with Zimmer-McClaskey, Louis- 
ville agency, has been named as- 
sistant manager of industrial ad- 
vertising for Reynolds Metals Co., 
Louisville. 


| Sichel Joins Promenade 


Richard Sichel, formerly with 
Gentry, has joined the sales staff 
| of Promenade Magazines Inc., New 
York. 


GROCERY ADVERTISING 


FIRST 25 CITIES—1952 INCLUDES RETAIL, GENERAL AND GROCERIES IN DEPARTMENT STORES 
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San Diego UNION . . 
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SACRAMENTO, April 21—Land- 
scaped highways in California 
would be freed of all outdoor ad- 
vertising structures and signs by a 
bill recently passed by the state 
senate. According to provisions in 
the measure, no outdoor poster 
could be erected on private proper- 
ty adjacent to such highways, and 
any existing structure must be re- 
moved within a period of one year. 

The bill, supported by the Cal- 
ifornia Outdoor Advertising Assn., 
is now being considered by the 
conservation, planning, public 
works committee of the state as- 
sembly. 

The measure arises from a di- 
rective of the division of highways 
of the Department of Public 
Works, dated June 21, 1951, that 
no funds would be released by the 
department for landscaping of 
freeways until local areas had 
passed “proper legislation.” By 
proper legislation is meant the pro- 
hibition against_outdoor signs along 
the landscaped portions. The bill, 
if it should become law, applies 
to unincorporated areas. 


@ George Berry of Foster & Kleis- 
er, secretary of the Outdoor Ad- 
vertising Assn., says that both Fos- 
ter & Kleiser and “other ‘reputable 
members of the outdoor advertis- 
ing industry agree that such legis- 
lation is in the public interest and 
in the interest of the industry.” 

“The beautification program of 
the highways should be pre- 
served,” he said. 

A companion bill has been vir- 
tually killed during the current 
legislative session by referring it 
back to committee. This measure 
would carry the provision that 
where boards are prohibited with- 
in a certain distance of a highway, 
the same prohibitions must apply 
to all other buildings and struc- 
tures. 

This would mean that if a poster 
was put back 500 feet, or half a 
mile or more, all business estab- 
lishments such as gas stations, 
motels, etc., would have to be re- 
moved to the same. distance. 

The outdoor advertising indus- 
try finds the wording of this bill 
“not clear” and has favored letting 
it die, pending clarification. 


Zonolite Co. Campaigns 


Zonolite Co., Chicago, has 
launched a campaign to promote 
the use of plaster in home con- 
struction. The drive is aimed to 
reach architects, builders and the 
general public. Schedules call for 
insertions in American Home, Bet- 
ter Homes & Gardens, House Beau- 
tiful and The Saturday Evening 
Post. Ruthrauff & Ryan is the 
agency. 


Indian Head Named Agent 


Indian Head Milis, New York, 
has been appointed sales agency 
for Electric Parts Corp., Chicago, 
manufacturer of electric bed cov- 
erings. Robert D. Reardon, head of 
Reardon & Son, manufacturers’ 
selling agency, has been named 
merchandise manager of a new 
electric bed covering department of 
Indian Head Mills. 


Sprout-Waldron Names Leet 


Edwin Leet, formerly product 
advertising manager of Ingersoll- 
Rand Co., New York, has been 
appointed advertising and pub- 
licity manager of Sprout-Waldron 
& Co., Muncy, Pa., maker of equip- 
ment for the food, feed and chemi- 
cal processing industries. 


Two Name Howard Associates 


De Haan & Co., lampshade man- 
ufacturer, and Carroll Creations, 
lamp importer, both of Chester, 
Pa., have appointed Lloyd S. How- 
ard Associates, New York, to han- 
dle advertising. These new adver- 
tisers will use business papers and 
direct mail. 
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True Story Women’s Group Challenges You... 


Knock bn Aty Doar 


' te tt = , 


Oe C2 MF 
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<S fe 


nor ) 


Chances are 50-50 you'll find a housewife who's spending 


Chances are 1 to 2 you will also find at least one reader of 


SIRCULATION 
FLASH! 


H 
ANOTHER ALL-TIME HIG 
IN NEWSSTAND SALES! 


4,449044 


6,266, 1 7 1 
5,000,000 


Total Net Paid* 
Guarantee 


+ 1,266,171 


+ Publisher's Estimote 


(1st querter 1953) 


MACFADDEN PUBLICATIONS © 205 EAST 42 STREET * NEW YORK, NEW YORK © OFFICES: CHICAGO, SAN FRANCISCO 


in a wage earner neighborhood 


as much or more in food stores than 
the average white collar wife 


That's natural. Wage earners have larger families, and more money to 
spend than ever before. They're spending it too! Big!* 


\ 


True Story magazine 


That's natural, too! For almost 35 years Macfadden has studied... 
surveyed...served wage earners exclusively AS NO OTHER MEDIA 
HAS! Every story, every article, every feature in True Story Women’s 
Group magazines is edited for wage earners — catering to their tastes, 
their needs, their judgment of what makes good reading. 


* To see what they earn and how 
they spend — write for your copy of 


AMERICA’S NEW BUYING POWER 


If it’s wage earners you want, turn to 


TRUE STORY Worert cone 


the market place of wage earner America! 
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of The Elks Magazine 
in 1952 over 1951 


is GREATE 


MAGAZI 


general groups 
\ h, 


ies 


MAGAZINE | 


New York ¢ Chicago ¢ Detroit ¢ Los Angeles 


INCREASE 


than any of the 11 other 


LEADING 
MONTHLY 


in the fraternal, outdoor and 


|Shrout Associates Expands | 


Shrout Associates, Chicago agen- 
|cy, has completed a reorganization 
/and has changed its name to Saun- | 
ders, Shrout & Associates. New. 
president will be Charles L. Saun-— 
ders, formerly president of Harri- | 
son Industries, Chicago (formerly 
Wheelco Instrument Co.). James. 
E. Shrout, who founded the agency 
in 1947, and Robert A. Aitchison | 
have been elected v.p.s. H. W.. 
_Bluethe, formerly Wheelco adver- 
eo manager, will be secretary. 


Allen Joins Maclean-Hunter 


| Phillip D. Allen, formerly a 
|partner with Allen & Rutherford, 
|Chicago publishers’ representative, 
has been appointed v.p. of Mac- 
|lean-Hunter Publishing Corp., 
| Chicago, effective May 1. The com- 
|pany publishes Rock Products, 
|Concrete Products and The Inland 
| Printer. He succeeds Ernest Gaul- 
|ey, who resigned to join Maujer 
|Pubiishing Co., St. Joseph, Mich., 
|as v.p. and general manager (AA, 
(April 13). 


| Sales Service Publisher Bows 


M ES | Harry Tankoos Jr., formerly ad- 


vertising manager of Merkin Paint 
|Co., has formed “Periodicals with 
a Purpose” at 225 Varick St., 
| New York. The company will pro- 
| vide a sales promotion and public 
relations service for non-competi- 
tive companies. Included in the 
|service are low-cost, syndicated 
| house organs. 


| Cooper Joins North American 


| Fred R. Cooper, formerly chief 
| of the automotive branch, Office 
‘of Price Stabilization, has joined 
|North American Service Co., Chi- 
|cago outdoor plant operator, as 
v.p. and general manager. Mr. 
Cooper was at one time v.p. in 
charge of sales for Kaiser-Frazer 
Corp. 


IN 62 MINUTES*— 


BUI... 


YOU NEED THE 
FETZER STATIONS 


TO HIKE SALES 
IN WESTERN MICHIGAN! 


& RADIO 

WKZO, Kalamazoo, and WJEF, Grand Rapids, 
are the two outstanding radio buys in Western 
Michigan. The February 1952 Pulse credits 
i WKZO with more listeners — morning, noon 
| i and night — than all other stations combined! 
ity Hoopers for the same period credit WJEF with 
15.4% more listeners than the next station, for 
Total Rated Time Periods. Bought in combina- 
tion, WKZO-WJEF cost only 92.9% as much as 
the next-best two-station choice in Kalamazoo 


and Grand Rapids — yet deliver 62.6% more 
listeners! 


aD 


Bas eg 


*Michael Pecora walked a mile in 6 minutes, 274%, seconds, in New York City on February 22, 1932. 


ALL THREE OWNED AND OPERATED BY 


YOU MIGHT WALK A MILE 
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WKZO-TV TELEVISION 


WKZO.-TV, the Official Basic CBS Television 
Outlet for Kalamazoo-Grand Rapids, truly dom- 
inates America’s 25th television market. Its 
bright Channel 3 picture is received clearly and 
consistently by more than a quarter-million 
homes in 28 Western Michigan and Northern 
Indiana counties. The March’53 Videodex Report 
shows that WKZO-TV gets 140.7% more after- 
noon viewers, 153.2% more evening viewers, 
than the next Western Michigan station! 
Get all the Fetzer facts—write direct or ask your 
Avery-Knodel man. 
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FETZER BROADCASTING COMPANY 


eo 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


Advertising Age, April 27, 1953 


Getting Personal 


Newspaper and magazine publisher John Cowles has been elected 
president of the Harvard Alumni Assn. He’s a 1921 graduate. . .Wade 
Arnold, executive producer at NBC, is the first winner of the Ameri- 
can Heart Assn.’s annual Howard W. Blakeslee award for outstand- 
ing scientific reporting in the field of heart and blood vessel diseases. 
Mr. Arnold got the $1,000 award for writing and producing “Only 
One to a Customer,” a network documentary broadcast last year... 

The New York American Legion Admen’s Post turned out en 
masse April 13 to give a heart-warming tribute to Jack Sterling, 
CBS radio and TV personality. Jack has been emceeing the post’s 
annual Christmas auction for disabled vets for the past four years. 
At the testimonial, post commander John Connorton turned over the 
first half of a $5,000 check to J.O.B. (Just One Break) Inc. as part 
of its welfare program for disabled vets... 

Bill Hodapp, four-time award winner of the Ohio State Institute 
for Education by Radio-TV, was a panel member at the institute’s 
April 18 meeting. Producer of “American Inventory,” Bill discussed 
techniques that have been developed as possible models for use in 
public programming... 


DOWN SOUTH—Record catch one day last month at Key Largo’s famed Anglers 

Ciub: five prize bonefish (one of 914 pounds) caught by Russell K. Carter (left), 

partner in Gray & Rogers, Philadelphia. At right is James H. Carmine, executive 
v.p. of Philco Corp., who is vice-commodore of the club. 


Andrew Fuller, community service director at WTAG, Worcester, 
Mass., was in a hurry to get to his Friday night forum broadcast. 
Without realizing it, he parked his car in a restricted zone, and after 
the broadcast, found a ticket on his windsheld. The program he had 
just moderated was “Worcester traffic, where do we go from here?” 
For the moderator it was the traffic court... 

Next president of the Overseas Press Club will be Cliff Stark, 
v.p. in the publications division of McGraw-Hill International... 
Arthur C. Nielsen Jr., administrative v.p. of A. C. Nielsen Co., flew 
to Paris to participate in a Mutual Security Agency conference 
furthering its program of seminars for European business men. 
While in Europe, he’s visiting Nielsen offices in Amsterdam and 
Oxford... 

Mrs. Brahna C. Hutchins, former president of Sheldon, Morse, 
Hutchins & Easton Inc. (now Opinion Builders Inc.), is the new dean 
uf women at Carnegie Institute of Technology...Recently elected 
president of the Young Men’s Republican Club of Eastchester is 
Walt Sullivan Jr., ad trainee at Benton & Bowles... 

Radio and TV script writer Welbourn Kelley has been appointed 
Munich program manager of Radio Free Europe. ..Sixty merchants 
of Hartford, Conn., attended a luncheon honoring Joseph F. Wey- 
and’s 50th year with the Hartford Times. Mr. Weyand, ad director, 
was given a watch inscribed: “To Joe Weyand, friend of retailers 
for 50 years.”’.. 

James H. Darcey, general business manager of the Waterbury 
(Conn.) Republican-American, and Mrs. Darcey sailed from San 
Francisco April 21 for a vacation in Hawaii. . .L. F. McCarthy, presi- 
dent of the Cincinnati agency of that name, is currently enjoying a 
three-week tour of Spain, France, England and Ireland... 

Wedding bells rang April 25 for the only daughter of Gene 
Wedereit. Gene is ad director for Tube Turns and the Girdler 
Corp., Louisville, and prexy of National Industrial Advertisers 
Assn...Howard Monk, head of Howard H. Monk & Associates, 
Rockford, I1l., who’s one of the more air-minded agency presidents, 
is putting a log of a flight to Hawaii into the April et sec issues of 
the Monk house magazine, “Footnotes.” He and his wife were cele- 
brating their 20th wedding anniversary... 

A third daughter, Pamela, arrived at Lakewood Hospital on April 
2 to make five youngsters in the family of Robert L. Hartford, busi- 
ness manager of Machine Design, Penton Publishing Co., Cleveland... 
Scott Carter is the name of the addition to the family of George 
Sandell, ad manager of the Scotchlite division of Minnesota Min- 
ing & Mfg. Co., Minneapolis... 

Kenneth R. Croes, part owner and program manager of KERO, 
Bakersfield, Cal., has been elected a councilman for that city. At 
26, he is the youngest man ever to hold that office. His campaign, 
which unseated an incumbent who had been in office for 14 years, 
was featured by a heavy spot campaign on all five Bakersfield radio 
stations... 

“Leroy E. Paltrowitz, ad director of the News-Times, Danbury, 
Conn., has been named instructor for an eight-week course in retail 
advertising at the Danbury State Teachers College, under sponsor- 
ship of the Danbury Chamber of Commerce and state department 
of education... 
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This 


interest 


is 
HNTHUSIASM! 


Yhe 
AME RICAN WEEKLY 
creates HNTHUS [ASM 


“Dollar-wise” advertisers—in increasing numbers—are teeing off their ad programs 
in The American Weekly simply because they get back more value 
for every dollar spent when the Weekly’s on the schedule! 


* Enthusiasm is interest raised to a buying pitch! 
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NATIONAL ASSOCIATION OF HOME BUILDERS’ 

“National Home Week'’—8 days, Sept. 20 
through Sept. 27 

“a HOMES AND GARDENS’ ‘Readers’ Choice 

Home” through merchandising stores and 

building material dealors 


NATIONAL ASSOCIATION OF REAL ESTATE 
BOARDS 


NATIONAL RETAIL LUMBER DEALERS 
ASSOCIATION 

CHICAGO HOME AND HOME FURNISHING 
FESTIVAL 


(1) 71,447 ACTIVE BUILDERS, 
CONTRACTORS ... doing more 
than 80% of the light construc- 


tion volume. MORE TH AN 
ee - (2) 8,394 ABLE BUYERS AND 
; ae 1 SPECIFIERS .. . influencing 101 000 
. es | product specifications; financial, A 
‘ Seas ' real estate, government and NET PAID A B C 
nets. Gases s e * e 


owner .influences. 


| construction 
POWER =. 


ee ere ee 
es Ones ee 


fr bet net 
f th i t Li hi iy (8) 12,364 ALERT BOOSTERS — 74 Yeans OF senvice 
0 e comp ete g eagd DEALERS, JOBBERS, SALES © aie annie 
ELLE. STAFFS ... on your team to 
Mi asin sell the materials and products 


Construction Mar ket , ' | required by light construction. 
C 0 M ¥ L L TE M A l LI N G $ E * Vi C E American Builder maintains comprehensive industry lists of every 


active factor in the light construction field — operative builders — carpenter-contractors — contractor-builders — retail lumber 
dealers — available with complete service for every type of mailing. 


MERICAN BUILDER 


A Simmons-Boardman Publication 
79 W. MONROE STREET, CHICAGO 3, ILL. 
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is the ONLY Nationwide 
Public Showing of the 


BEST 1953 HOMES 


For 4 successive years this greatest of all home demonstration 
events has shattered all previous records for public attendance 
and interest, number of homes demonstrated and sold, and for 
quality of design and construction. 


More than $150,000,000 worth of new homes in all price ranges 
were sold in a single week in 1952—by more than a thousand 
different builders. 


1953 participation is already committed to shatter existing 
records—and to create a fabulous opportunity to introduce, 
promote and demonstrate the most advanced materials and prod- 
ucts for America’s best homes. 


AMERICAN BUILDER offers the home building industry the 
complete program, and promotional support to assure the success 
of National Home Month in communities of every size in all parts 
of the country. 


AMERICAN BUILDER affords the manufacturers of light con- 

struction materials and products the ONLY 3-Power service to 
use this far-reaching public interest event to prom their 

duct - 8 I erest P ote Toslenenies goceanaes The National Association of Home 

proaucts. Builders to Mr. Ed G. Gavin, Editor of American Builder, 

whose proposal of National Home Week (now National 

Home Month) has developed into the most far-reaching 


and important instrument of public service in the home 
building field. 
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NATIONAL HOME MONTH NATIONAL HOME MONTH 

PLAN GUIDES PROMOTION SECTION 
American Builder tells Builders and Dealers HOW to American Builder July Issue enlists the active suppoft of local 
plan their operation for National Home Month, how to newspapers, national publications devoted to home interests, to 


avoid mistakes, how to get the most out of it, how to focus the brilliant spotlight of powerful publicity on this great 


rally local support and interest. public demonstration. 
° ° 5 Schedule your advertising in American Builder NOW to assure YOUR place in this 
Adv er f / ser $ i Agen Cl es ! climactic activity of the $22,000,000,000 light construction industry. 


- AMERICAN BR’ ILDER . 
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30 CHURCH STREET, NEW YORK 7, N. Y. 
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Marquardt to Heintz & Co. 
Marquardt Aircraft Co., Van' 
Nuys, Cal, has appointed Heintz | 
& Co., Los Angeles, to direct its 
advertising and sales promotion. | 
Aviation trade publications will 


As poe "2 eee sarees eta 


Saw Co. Appoints Fradkin 


The newly formed American) 


Saw Co., Newark, N. J., has ap- 
pointed Fradkin Advertising, New 
York, to direct its national radio 
campaign. More than 150 radio 


Kellogg, Monark Tie In 
Kellogg Co., Battle Creek, Mich., 
and Monark Silver King Inc., Chi- 
cago bicycle maker, have joined 
in a spring promotion of Kellogg’s 
Pep wheat flakes and the Monark 


form the backbone of the promo- stations throughout the U. S. will bicycle. A total of 1,000 bicycles 


tion. 


be used. 


good fellows to have on 
your side when it comes 
to moking a decision. 


296,822 ABC net paid, Dec., 1952 


it’s surprising how many readers of The 


Rotarian magazine lead double lives. They're business 
executives, of course...and then they're mixed up in all 
kinds of civic and municipal activities ...on park boards, 
city councils, school boards, hospital boards, church 
committees. Actually they have a lot to say about 
buying o whale of a lot of different things... for their 
businesses, their communities and their homes. They're 


*hotarian 


€. WACKER DR., CHICAGO 1}, tL. 


will be given for names suggested 
for the bike used by Scampy, 
young clown featured on the “Su- 
per Circus” television show over 
American Broadcasting Co. To be 
eligible, children must mail a Pep 
wheat flakes top and their choice 
of name for the bike. Contest runs 
from May 1 to June 15. Leo Bur- 
nett Co. is handling the promotion 
for Kellogg. Ivan Hill Inc., Chicago, 
is the Monark agency. 


Two Agencies Appointed 


Handmacher-Vogel Inc., New 
York women’s suit manufacturer, 
has appointed Carl Reimers Co., 
and Mervin & Jesse Levine Inc., 
both New York, to handle its fall 
campaign. The Levine agency will 
|handle the company’s Sportleigh- 
| Hall coat advertising exclusively. 
Fevcagd Humm & Johnstone Inc., 
New York, is the previous agency. 


Seafood Industry 
Warned It Must Do 
More Advertising 


WASHINGTON, April 21—The sea- 
food industry was warned last 
week that its “free ride” during the 
years of high-price meat “appears 
to be over.” 

John A. Logan, president of the 
National Assn. of Food Chains, told 
the merchandising panel of the 
National Fisheries Institute con- 
vention that, in order to meet com- 
petition, the fishing industry 
should study distribution methods 
and determine what consumers 
want. 


“You have the primary interest 
in your commodity,” he declared. 
“No one else can promote it for 
you as well as you can do it.” 

Citing the high cost of equipping 
a modern supermarket, he warned, 
“Store space is at a premium; ev- 
ery item must justify its space in 
sales and profit. 


KJAC MOVES 28 TONS OF MUSIC \\/ 


KFA 


} 4 ' 
a” 


Bee 


TO PRUDENTIAL SQUARE 


Our new home in Prudential Square in the heart of 
{the Miracle Mile in Los Angeles is filled with wonder- 

-’ ful music...and our hearts are full too... full of 
‘sincere gratitude to the many fine advertising agencies 

and to the hundreds of outstanding advertisers who 


P ¥ Br 4 *.""** have used KFAC to bring their products or services 


LO 


to hundreds of thousands of Southern Californians 
who regularly listen to KFAC in their homes and in 


their cars. These three groups have helped make 
KFAC famous... famous as the quality music sta- 
tion of Southern California, famous as the station 
with the lowest cost per thousand listeners, famous 
for the longevity of its customers... the high calibre 
of its advertisers. 


To the distinguished group of business and service 


organizations throughout the country who regularly 
speak to 4,000,000 Southern Californians through 
KFAC, we say thanks...thanks for listening... 


thanks for your business. 


= 1330 ON YOUR RADIO DIAL —104.3 F.M. 
THE MUSIC STATION FOR SOUTHERN CALIFORNIA 


PRUDENTIAL SQUARE + LOS ANGELES 


Advertising Age, April 27, 1953 


“You can count on the coopera- 
tion of the food chains but they 
must have your cooperation. Re- 
member, they merchandise many 
commodities, whatever the home- 
maker indicates by her purchases.” 


s Turning to case histories, Rich- 
ard Hooker, head grocer buyer, 
Food Fair Stores, Philadelphia, 
said heavier promotion expendi- 
tures are a “must” if canned fish is 
to retain its customary place as a 
big-volume item. Since 1946, he 
said, his chain has experienced a 
steady decline in the importance 
of canned salmon, while tuna has 
increased at a rapid rate. 

Part of the answer, he acknowl- 
edged, is the high cost of salmon, 
but another reason is that tuna 
has done an excellent promotional 
job. 

“Its advertising and merchandis- 
ing are consistent, heavy and ag- 
gressive. Labels are attractive and 
geared to self-service selling meth- 
ods. Other point of sale materials 
are fully exploited.” 


= Asserting that salmon would 
profit by similar treatment, he de- 
clared, “the day is gone when any 
label will do so long as it is red. 

“Heavier expenditures are a 
must. On canned pineapple, which 
today ranges in cost from $2.15 to 
$6.40 a case, canners contribute 
10¢ per case for point of sale pro- 
motion and 7¢ for industry promo- 
tion. Five cents a case is spent that 
way for salmon, which runs $9.50 
to $28 a case.” 

William Schrader, American 
Stores, Philadelphia, said the home 
freezer is “just what the doctor 
ordered” for the frozen seafood 
industry. 

“The question in our mind is, 
‘are we getting our share of this 
home freezer space for seafood 
items?’ With almost unlimited va- 
rieties of frozen sea food available, 
what is the seafood industry do- 
ing to convince the consumer that 
seafood belongs on the home din- 
ner table several times a week? 
How can we break down the tra- 
ditional ‘fast day’ limitation?” 


s There was no proposal at the 
convention to resume consumer 
advertising formerly sponsored by 
National Fisheries Institute. At the 
present time, the institute has a 
small advertising budget, and re- 
tains J. Walter Thompson Co., 
Washington, for public relations 
services. 


Pasadena Playhouse Sets 
Up First TV Workshop 


The first annual television work- 
shop at the Pasadena Playhouse 
will be held June 29 to July 11. 
Courses will cover all phases of 
production and operation § tech- 
niques, station management and 
sales, engineering needs and per- 
sonnel organization. Lectures, 
demonstrations, class performance 
and tours of West Coast studios 
are on the agenda. 

Arnold Marquis, formerly an 
NBC producer-director, will super- 
vise the workshop. Information 
may be obtained from the Regis- 
trar, Television Workshop, Pasa- 
dena Playhouse, 39 S. El Molino 
St., Pasadena, Cal. 


‘Briggs Joins McGraw-Hill 


Richard E. Briggs, formerly gen- 
eral manager of Charles Pfizer & 
Co. in Havana, Cuba, has joined 
McGraw-Hill International Corp. 
as New York City advertising sales 
district manager for Pharmacy In- 
ternational and El Farmaceutico. 
He succeeds Robert Sidur, who has 
been named head of McGraw-Hill’s 
Atlanta office. Mr. Briggs has had 
sales and managerial experience in 
Costa Rica, Mexico and Venezuela. 


Giganti Heads Ads, Sales 


Michael J. Giganti, formerly act- 
ing executive secretary of the New 
York State Wholesale Grocers 
Assn., has been appointed sales 
and advertising manager of Peter 
J. Schmitt Wholesale Grocers Co., 
Buffalo. 
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MINNEAPOLIS 


| , CHICAGO N (OW only A 
| Belli — 
aah cities in the United States have Sunday 
| newspapers with larger circulations than the 


| LOS ANGELES 


Minneapolis Sunday Tribune 
...more than 620,000 


in Minnesota ; 
North and South Dakota 
western Wisconsin MS 


PHILADELPHIA 


— 


PHILADELPHIA 


inneapolis Star and Tribune § 


EVENING MORNING AND SUNDAY 


MORE THAN 620,000 SUNDAY - 490,000 DAILY 


, John Cowles, President 
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Howard R. Smith Names Two 


Larry Huseby has been named 
radio and TV director with How- 
ard R. Smith Co., recently formed 
Tacoma agency. Stewart Murphy, | 
formerly with Remington Rand, 
has been appointed head of the 
agency’s merchandising, design 
and display activities. 


2K SALES INCENTIVE PROGRAMS 


SEE 


CA. (AN FEAR 


TRAVEL 


about all-expense trips offered 
as bonus awards, po wt prizes 
or to sales meetings. 


United States . Canada - Mexico 
Evrepe - Bermuda: Caribbean Area 
5-50 day programs to your needs 


CARTAN Travel Bureau, Inc. 
2NAFI Willoughby lower 
8B South Michigan Averun - 


the message: 


everybody. If you want it, Lips- : 
comb’s has it (or will get it for has increased its street sale price 


Chicago 3 © FRanklin 2.2742 


ee 


Sorry, But You 
Won't Find That 


Lipscomb’s Store 


New York, April 21—Where’s 
Lipscomb’s? 


| US prove it.” 
This marks the first time match 
books have been used to promote troauéed in Canada by John A. 


Pyrex Bakeware Bows 
Pyrex baking ware is being in- 


a book, Mifflin said. ‘Huston Co. via insertions during 

_May and June in French and nog: 

} i ’ : 

Landers Using Color Pages lish women’s magazines. Harol ; 
Landers, Frary & Clark, New. Stanfield Ltd., Toronto, is the 


Britain, Conn., is using color pages | #8°"°Y- 


This question had 24,000 poten- in Bride’s Magazine, Guide for 


you) at the lowest price consistent | price has been raised from 30¢ to|Stanfield Ltd., Toronto, to direct 
with prudent merchandising. Make 40¢ a week. 


tial department store customers the Bride and Living for Young Hannah Appoints Kimball 
looking for an answer last week.) 40memakers for its new Universal 
There was no answer. 

As a promotion for “Sironia, 
Texas,” a novel by Madison A.|low cases. Goold & Tierney, New| San Francisco, to handle its ad- 
Cooper published by Houghton! York, is the agency. 
Mifflin, 24,000 match books were 
distributed to book stores, book |Ittner Joins Ray C. Jenkins 
reviewers and book page editors 
throughout the country pushing a| promotion director for the Minne-| Wagner Joins ‘Times-Herald’ 
fictional establishment—Lips- | apolis Chamber of Commerce, has 
comb’s department store, “located been appointed to the publicity, the travel and resort advertising 
in Sironia, Tex.,” of course. - 

The match books showed|Pattment of Ray C. Jenkins Ad-| Herald after nine months on the| | 
sketches of the non-existent store 


in “1846 and today.” They carried), - 
“Everything for Recorder’ Hikes Prices 


Hannah Laboratories Inc., Car- 
electric blankets. Purchasers will| mel Valley, Cal., maker of “So 
get certificates entitling them to a| Help Me Hannah” emollient cream, 
set of Cannon color sheets and pil- | has appointed Abbott Kimball Co., 


vertising. Magazines, radio spots 
and newspapers on the West Coast 
will be used. 


Don Ittner, formerly assistant 
William L. Wagner has rejoined 
promotion and public relations de-| staff of the Washington Times- 


vertising Agency, Minneapolis. retail advertising staff of the 


Washington Evening Star. 


The Recorder, Amsterdam, N. Y., | Lennox Furnace to Stanfield 
Lennox Furnace Co. of Canada, 
from 5¢ to 7¢. The home delivery | Toronto, has appointed Harold F. 


its advertising. 
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QUESTION: How do you obtain inform 


“WHERE DO MEN 
IN INDUSTRY OBTAIN 
PRODUCT INFORMATION ?” 


Meceree: Petar a OM Ee @ nt RE 
ia li a gin vin a 
‘toa rm g Ph ] f i 3 
_ Survey Shows: a 
ARE A PREFERRED SOURCE 


DPD ie Poe - 


babe ibe + 


eos 


es 
‘ fie Steere & 


ation about industrial 


¢7 


» 


supplies and equipment? 


——_ 


— 


SOURCE 


PERCENT P 


25% 50% wr _ 


—— Oo 


Internal Company 
ness and trade 


Trade and Business Publications... 
Manufacturer's Catalogs... 


Commercial Industry Catalogs 
and Directories ...... 
Trade Shows .... 


Magazines f 
Company 9 Digests of Current Busi- 


paper information...... 


5090s eeeeges ene 


rom manufacturers 


78% 
71% 


31% 
30% 


art as it is felt that the figure 


A leading industrial advertiser wanted to determine the 
relative importance of sources from which men in indus- 
try secured information about products. Letter-question- 
naires, on McGraw-Hill letterheads, were sent to a cross- 
section of 1000 subscribers to each of five McGraw-Hill 


publications. 


Replies were received from 825 subscribers (16.5%, 
return). Composite returns, as shown on the above chart, 
indicate the importance of business publications as a 
source of information on materials, operating supplies 


McGRAW-HILL PUBLISHING COMPANY, INC. 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @: 


peEaARBOaUARTER 


NOTE: “Salesmen” who were © 


is not directly comparable to the other 


hecked by 66% of the subscri 
sources listed. 


hown in this bor ch 


| 


and production and plant equipment. This was substan- 
tiated by comments indicating a preference for advertise- 
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Squirt Will Use 
‘Life’ and ‘Look’ 
in Annual Campaign 


__ Beverty Hitts, April 23—The 
Squirt Co. will again make sched- 
| ules in Life and Look the basis for 
|its yearly advertising campaign, 
'to begin in June. 

The total of 15 ads scheduled for 
the two magazines is said to rep- 
resent a substantial increase over 
last year. Space will vary from 


| 


full color. 

According to Herbert B. Bishop, 
president of Squirt, the 1953 ad 
campaign will continue the com- 
pany’s competitive theme, “If 


sweet soft drinks leave you thirsty 
... Switch to Squirt ...fresh, clean 
taste as you drink Squirt .. Never 
An After-Thirst.” 


# It is anticipated that virtually 
all the company’s 400 franchise 
bottlers will participate in the na- 
tional advertising campaign and 
support it through local promotion. 
For local use the bottlers will be 
furnished Life and Look tie-in dis- 
play cards, special Life and Look 
window streamer danglers, carton 
display cards, 24-sheet posters, a 
complete local newspaper ad cam- 
paign, painted wall signs, radio 
and television copy. 

In Squirt’s presentation of the 
program to its bottlers, key empha- 
sis is placed on “Round the Calen- 
dar Selling,” which calls for pro- 
motions on a continuous basis. The 
basic campaign is designed along 
these lines, with secondary copy 
calling attention to the use of 
Squirt as a mixer. 


s Squirt has been highly success- 
ful in sparking off-season sales by 
its use of two promotions for mixer 
sales. They are the “Squirt Snow- 
ball” for early spring and summer, 
and the “Squirt Glow-Ball” for 
fall and winter. 

These promotions are based on 
the use of Squirt as a mixer in 
special drinks developed by the 
company (AA, March 23). They 
have served to widen the market 
for Squirt by getting it into outlets 
such as bars and liquor stores, with 
a special point of sale package 
serving as the springboard. 

The Harrington-Richards divi- 
sion of Fletcher D. Richards Inc., 
Los Angeles, is the agency for 
Squirt. 


‘Post-Record’ Adds Section 


ments with factual, informative copy. 

The above report is only a portion of this study on the | 
value of industrial advertising. The fuli report is contained 
in our Research Department’s Laboratory of Advertising 
Performance Data Sheet #5022. If you would like a copy, 
or if you want facts on other subjects related to business 
paper advertising, performance and effectiveness, ask your 


McGraw-Hill man. 
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The Post-Record, Sydney, N.S., 
will begin publishing Weekend 
Picture Magazine on May 2, bring- 
ing to 20 the number of Canadian 
papers publishing this supplement. 


Mrs. Lowe Joins ‘Inquirer’ 


Mrs. Helen Lowe, formerly ad- 
vertising manager of Rowell’s De- 
partment Store, Philadelphia, has 
been named fashion editor for 
the Philadelphia Inquirer. 


Zeeman to Factor-Breyer 
Zeeman Clothing Co., Los Ange- 
les, national retail clothing chain, 
has appointed Factor-Breyer. Los 
Angeles, to handle its advertising. 


half-pages in b&w to full pages in. 


o 


ae a eT! — LA tee Fh st 


—— 


——=— 


Be latipes ans Soa oe" cee see ale mas Ee le ea ee ie np eee ee . pee Gene Dia ace aaah 2 Ogee dade tay aman Ut or sae eae see As aS epee oe 1 Cah eae E> aa) a Ra ae 4a sa eae TE 
oe ee ae ieee le a Mike oe ae el ere Fer) eet? Weta ae Msg as eRe SS aay See Ay Suet. (a ey a a er me ue cet 
pees # < te ot i 3 :. Dee : noe ea : sais ee Piao ae BAS pes - Boe =a ho Orie neon pics We ies Pe i Seas & a pe op ra eae 
Aaa ae ae ef wl RTE: (Reet en gee He oe oe aa a ee Eee Ries. ae ee saa ee: “Ee CL lgprietre ae oe en 
err wes EE ye) cgi ee oon ais ; > ; sh sees ake = _ a s00 eR gaRENR RE , — 
aes ——— ; ; 
“en ra ‘ 
tains 
28 ee A 
ue Ss 
wie 
aes 
pane 0 
ae ar 
our t 
ee 32 
a: Ni 
2s cxacaepeaniessuinianniiitianaiietianiaisiiiaianaiintiasiiaitinnenneemnen 
Peo du 
tes 13 
7 
P of hee i wig 
; la 
ee rs 
| 
lo 
: 
| re 
al 
Ji 
nee 
as 
seed 6( 
ee 9" 
a M . 7s "pt , 
ey a 
Ae: — — Da PA, <j ae az 
ee wine, bsiale + ra ’ Be 
oe RAC. b z ’ b 
aibe ; 4 : 
ie tN So Gites e m coil 
Sadi ll | | salt Metals leew pce thirsty. 
bi. | 
oe | SWITCH TO : 
ay eee 
ae : a 
rises ’ 
pee bs a: 
" : | Never an 
: o 4 ; e ri 
: irst te 
; 2 ¢ # te 
Fe F . age o ~ , © if pie Freth cwam waste un vse Arlen Sepsis. fresh strom taste a 
on ai lide i, we shee ow Bikol Sifichen.. arrows aoe eaftce Mares’ 
eee i 7 ee Richins Gee aati Fs, So © res ot aan tees na i te 0 oe r 
Sitges FOAL sbhediet St Sa see gene eee te 
ea Be. ei o eg vt : 
Bh ‘ ee, oes , a fi BA i Be iy be we wri ted tiny, f 
eo Br a nape oe a scorpatape = at ae 
oi en ag eed . : Se Ba SER s 
=, al a Bes. ot ete 
; ane var Be ina ae 
= Sa 2, “ee 
a Poe : Le 
- oo eC 
ON Mig a ee 
‘ i Sra? + atl, . 
ite { ; a”, Epes ga ee 
i — 4 B ae Ne anes Aa 
Traces : — ‘ee a 
ly {e : a : 
oO _ j 
cs a ; . Co es Sail — 
a = me) 
si a a Rae F 
‘ bs ee sia oe 
a : =" ee 7 : 
mi ee an 
es os A a P : ae ‘ies : . ; 
Te ap bf - Bes 
= soak : f--.. a Be x. eye 
ne y Rye’ cm... x ‘SF. 
wi _ OF INFORMATION CONCERNING — i 
cee ; 3 “or 
’ be oa a s 
; § Fe 
UPPLIES AND EQUIPMENT 
pie 4 ___ ee ee ae 
Lash fe hs) , 
og a | 
Sv Ee j 
pe 
ane 27, = 
ane . pe Heer 
ee , 
| =" 
ee a es bers is not as 1949 
Se. 
ia 
aay | 
Ws | j 
sede | ae 
: ; ~ ee | 
Cs Sl SEE SS = | ) 
é3 ae 
oh fo pt * . ? * aed wie SF ircdte a? gH Ms ie ae Berl ae 4 ¢ ee nae". = . cee marey 8 ‘ F hb. ey 
POP p35: pice inte . “sk vay =A penn. ieee Leg * ke ne aS Y oe kot ee ad ° is é aii 4 sats eo < 2 ae ' #e ox ; Be hi we Wes, et 


153 


Advertising Age, April 27, 1953 


Odorono Prices Are 
Slashed by Warren 


STAMFORD, CONN., April 21— 
Odorono spray and cream deodor- 
ants were price slashed 56¢ and. 
32¢, respectively, last week by. 
Northam Warren Corp. to intro-| 
duce a limited-time offer—April | 
13-June 19. | 

A b&w page in the May 11 Life 
will announce the regular $1.25 
large-size spray deodorant at 69¢ 
and the 79¢ cream at 47¢. A fol- 
lowup b&w half-page pushing the | 
revised and re-packaged products | 
also will appear in the May 25 and 
June 8 issues. 

Starting the week of April 27,) 
600- and 400-line ads will run in) 
97 daily newspapers in 62 cities. | 
In addition, display materials, in- | 
cluding a blowup of the page ad | 
in Life, window and counter cards | 
and other point of sale aids, will | 
be distributed for store promotion. | 


| 


J. M. Mathes Ince. is the agency. | 


Rexall Ads Mark 50 Years 


Rexall Drug Co., Los Angeles, 
during 1953 will use four full-page 
ads in The Saturday Evening Post, 
as part of its golden anniversary 
advertising campaign. The first ad 
ran March 28, with the others 
scheduled for May, July and Sep- 
tember. Copy promotes the pharm- 
acist generally, with a concluding 
reference to Rexall druggists. Bat- 
ten, Barton, Durstine & Osborn, Los 
Angeles, is the agency. 


| 


School to Donahue & Coe 


The Alexander Hamilton Insti- 
tute, New York school, has ap- 
pointed Donahue & Coe, New 
York, to handle all advertising, ef- 
fective May 1. Plans call for an ex- 
panded national campaign through 
magazines, newspapers and direct 
mail. St. Georges & Keyes, New 
York, is the present agency. 


Bertland Joins Chemstrand 


Bernard F. Bertland, formerly 
public relations and advertising 
manager of William Skinner & 
Sons, textile manufacturer, has 
been named to the new position of 
merchandising and promotion 
manager of Chemstrand Corp., De- 
catur, Ala. He will make his head- 
quarters in New York. 


McBurney Elected Sales V. P. 


Andrew M. McBurney, general 
manager of sales for Oxford Paper 
Co. and Oxford Miami Paper Co., 
both of New York, has been elected 
v.p. of sales for these associated 
companies. 


The Fbuhus Southwest 


The Biggest 30c Buy 
In The Nation** 


Blanketing 24 Counties 
of West Texas 
and Southern New Mexico 


Y> BILLION DOLLAR 
RETAIL SALES 


Covered Exclusively by 


Che Z1 Puso Cimes 


An Independent Newspaper 
Morning and Sunday 


E) Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


‘ONE LOW RATE 
BUYS BOTH! 


PRODUCTION 


Output of the automotive industry 
for the first two months of 1953 


of ¢ ther tape tr Tages PAYCHECKS AVERAGE ‘90 WEEKLY 


in sight. 


BIGGER OUTPUT MEANS BIGGER INCOME! 


Today, in Detroit, there are 1,341,000 workers. Factory paychecks aver- 
age over $90 weekly, and bank savings are more than one billion dollars. 


BIGGER INCOME MEANS BIGGER OUTLET! 


Detroit is an outlet for over 4 billion dollars worth of goods annually in 
retail stores within the 6-county trading area, where The Detroit News 
concentrates 96% of its total weekday circulation. 


BIGGER OUTLET DESERVES BIGGER OUTLAY! 


Today, busier-than-ever Detroit demands a bigger-than-ever share of your 
total advertising budget. The business is there ... and so is The Detroit 
News, to help you get it. 


Proof of The Detroit News’ effectiveness is in its advertising vol- 
ume... as large as both other Detroit newspapers combined! 


Circulation 457,930 Weekdays; 559,134 Sundays 
ABC figures. September 30, 1952 


owners and operators of radio stations WWJ, WWJ-FM, WWJ.TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH © Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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Ross Roy Names Toft 
Arthur Toft, formerly marketing | 


| Uncas Mtg. Promotes Monte 


Louis F. Monte, sales representa- 
and merchandising executive with | tive in the South and Southwest | 


William H. Weintraub & Co., New/|for Uncas Mfg. Co., Providence 


York agency, has been appointed 
director cf sales development for 
Ross Rey Inc. in Hollywood. 


ger. 


manufacturer of rings and jewelry, 
has been promoted to sales mana- 


a A a Oh 


NOW IN THE QUAD.-CITIES 


7 WHBF is among the 60 basic outlets on 
advertisers’ national schedules 


ELCO BUILDING, ROCK ISLAND, nanos cs 
‘Represented by: Avery: “Knodel, Ing. 


i 
i 169,000 TV SETS 


o-c? 


Owa 


e, 
* 45 rug 0O™ 


Dewey Kills Bills on 


ALBANY, April 21—Two bills 
which would have prohibited the 


day and tigtitened Sabbath day 


by Gov. Thomas E. Dewey. 


at the last moment, the bills, by | 


tising in the state (AA, March 30). | 


cause of the divergency of views | 
that have been expressed concern- | 
ing the legal effect of these bills | 


approving them at this time...” 

The measures were opposed by 
several business groups, especially 
metropolitan department stores 
that are now doing several million 
dollars’ business annually through 
Sunday telephone orders. 


Sunday Phone Orders 


taking of telephone orders on Sun- | 
sales in general have been vetoed | 
Slipped through the legislature | e: 


their ambiguous wording, threat- a 
ened all forms of Sunday adver- |] 


In a memorandum accompanying | 
the veto, the governor said, “Be- | 


and the possibility that they might | 
have unintended results, I am dis- | 


i= 


a 


pes s naree : 


PINT IMPORT—Park & Tillford Distillers 

Corp. is introducing a pint-size bottle of 

Booth’s House of Lords imported gin. The 

junior version is shown with a regular fifth 
at left. 
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*Sales Management “Survey of Buying Power" 


ABC ZONE 


Every family that 

reads a daily news- 

aper, has either 

e Salt Lake Trib- 

une or the Deseret 

News and Telegram 
in the home, 


These two papers 
reach nine out of 
10 homes in the 
City and Retail 
Trading Zone. 


| 


MARKET COVERAGE 


: SALT LAKE CITY CITY AND RETAIL 
TRADING ZONE 


o: 


TOTAL CIRCULA- 
TION AREA 


ae | two papers 
reach five out of 10 


hemes in the tota 
circulation area. 


Remember, these two newspapers sell not only 
Salt Lake City, but a market of 114 Million. 


i The Salt Lake Tribune 


(MORNING & SUNDAY) 


Billion Dollar 


1 


oe Great Salt. ake Intermountain Market — 


Stake your claim in this wealthy market that has $1,619,717,000 in annual 
net effective buying income* and 114 million people. Income has risen 224.5% since 
1940, which is 27.4% above the gain of the nation. 


Your tools to reach this pay dirt are two outstanding newspapers that give 
thorough impact in one money-saving buy. 


Salt Lake City and 
Retail Trading Zones 


Circulstion Area 


DESERET NEWS wo 
Suall Lake Felegram (eveninc) 
REPRESENTED NATIONALLY BY: 


MOLONEY, REGAN AND SCHMITT, INC. ... METROPOLITAN SUNDAY NEWSPAPERS. 
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Electric Auto-Lite 
Sets Battery Drive 
to Start Next July 


ToLepo, April 21—A promotion 
drive to be launched this year by 
Electric Auto-Lite Co. will sur- 
pass anything the company has 


- \ever attempted in advertising, ac- 


cording to A. A. Feldman, sales 
manager. 

Mr. Feldman outlined the ambi- 
tious and expanded program to a 
meeting of district managers of the 
company. 

The drive will be concentrated 
between July and December and 
again will place heavy emphasis 
on professional football. 

Likewise, special attention will 
be given to the battery wholesaler 
this year with the theme “Prest- 
QO-Lite believes in the battery 
wholesaler.” 


® Two-color spreads will be used 
in nine trade publications and 
these insertions will feature dealer 
testimonials. The company de- 
clined to name the trade publica- 
tions, but did say special ads will 
be placed in two fleet publications, 
Commercial Car Owner and Fleet 
Owner. 

Eleven national magazines will 
be used. The two-color ads will 
generally run less than a page and 
will feature the Prest-O-Lite tie- 
in with professional football. 

Magazines on the present list, 
Mr. Feldman said, are American 
Legion Magazine, Collier’s, Coun- 
try Gentleman, Elks Magazine, 
Field & Stream, Look, Popular 
Mechanics, Progressive Farmer, 
The Saturday Evening Post, Sport 
and Sports Afield. 


s Other promotional pieces slated 
for this year include direct mail to 
dealers, dealer prospects and fleet 
owners; “Highlights on Pro Foot- 
ball,” a 28-page booklet by Grant- 
land Rice, and the Prest-O-Lite 
“Hi-Level” Battery News. 

Because of Prest-O-Lite’s exclu- 
sive tie-in with pro football, ads 
will be carried in National Football 
League programs. Additional plans 
for dealers call for animated foot- 
ball displays with official National 
Football League schedules, banners 
and window displays, and vest- 
pocket size pro-football guide 
books. 

The account is handled by the 
Detroit office of Ruthrauff & Ryan. 


Gale Bros. Names Stanfield 


The Montreal office of Harold F. 
Stanfield Ltd. has been named to 
direct advertising for Gale Bros. 
Ltd., Quebec City, manufacturer 
of ‘American Girl shoes. Media 
plans will be announced later. 


Norwegian Firm Names JWT 


Firma Sverre Munck, Bergen, 
Norway, has appointed J. Walter 
Thompson Co.’s Montreal office to 
handle advertising in Canada. In- 
dustrial publications will be used 
for Munck hoists. 


Marlboro Shirt to Katz 


Marlboro Shirt Co., Baltimore, 
has appointed the Baltimore office 
of Joseph Katz Co. to handle its 
advertising. Previously, Leonard F. 
Fellman & Associates, Philadelphia, 
had the account. 


Scott Joins ‘New Yorker’ 


C. Joseph Scott, formerly with 
Promenade Magazines Inc., has 
joined The New Yorker’s retail 
advertising staff. He will work out 
of the New York office. 


Rogers Elecied Hahn V. P. 


John A. Rogers, account execu- 
tive and copywriter, has 
elected a v.p. of Hahn 
Advertising Co., Detroit. 


Quednau Starts Radio-TV Dept. 
Henry Quednau Inc., Tampa, 

Fla., agency, has established a 

radio and television department. 
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Reps Give Advice, 
Pitch at Confab of 
Speedwriting Heads 


New York, April 21—Media 
representatives will be called upon 
for a group pitch for chunks of a 
$1,500,000 ad budget when the in- 
ternational convention of Speed- 
writing schools meets Friday in 
Chicago. 

Alvin Kaplan, president of Kap- 
lan & Bruck, agency for Speed- 
writing Institute, parent organiza- 
tion of the franchised shorthand 
schools, has lined up a panel of me- 
dia leaders to advise local school 
heads on their ad program. 

Each media rep will present its 
side “on a fair and equal basis,” 
said Mr. Kaplan, and will be sub- 
jected to “thorough questioning 
on a non-competitive basis from 
advisers on each of their conten- 
tions.” 


s Scheduled to speak on maga- 
zines, car cards, television, radio 
and newspapers, respectively, are 
Houston Boyles, merchandising 
director, Magazine Advertising 
Bureau, New York; George B. 
MacGlennon, managing director, 
National Assn. of Transportation 
Advertising, New York; Howard 
Bell, asst. to the v.p. in charge of 
TV, National Assn. of Radio & 
Television Broadcasters, Washing- 
ton; Harlow P. Roberts, executive 
v.p., Goodkind, Joice & Morgan, 
Chicago, and Mr. Kaplan. 

Mr. Roberts was invited to 
speak on radio because of his 25 
years’ experience in handling ra- 
dio accounts. Mr. Kaplan handles 
Speedwriting ads in the New 
York market, most of which are 
placed in newspapers, and will 
discuss results obtained with var- 
ious types of copy. 

“Our plan is to work out a broad 
network of local campaigns for 
the 400 schools based upon our 
discussions at the convention with 
media leaders and to support these 
campaigns through institutional 
advertising in national magazines 
placed by our agency,” said Mr. 
Kaplan. 


s In the past, Speedwriting Insti- 
tute required its franchised schools 
to submit detailed reports on the 
use of media and returns from 
each media. “Failure” problems 
were then referred to an indivi- 
dual expert. 

Local schools and the parent 
organization estimate total adver- 
tising expenditures this year will 
top $1,500,000, according to Dr. 
Alexander Sheff, national director 
of Speedwriting schools. 


Maggio to Wickersham Press 


Louis Maggio, formerly produc- 
tion executive with Lawrence 
Gumbinner Advertising, has joined 
Wickersham Press, Long _ Island, 
N. Y. Mr. Maggio will specialize 
in creative printing sales. 


Wild Returns to Gardner 


B. Charles Wild, formerly ad- 
vertising manager for Gardner 
Displays Co., Pittsburgh conven- 
tion display and trade show 
exhibit service, has returned to 
his old post following naval duty. 


Plans Insurance Radio Spots 


The Insurance Agents Assn. of 
Minneapolis, representing capital 
stock companies, has scheduled 15 
one-minute radio spots weekly on 
KEYD, Minneapolis. Nelson-Willis, 
Minneapolis, is the agency. 


Branch to R&R Media Unit 

Philip Branch, formerly time 
buyer with Al Paul Lefton Co., 
New York, has joined the media 
department of Ruthrauff & Ryan, 
New York, as time buyer. 


Group Names Rowe-Doherty 
The National Metal Trades 

Assn., Chicago, has appointed 

Rowe-Doherty Associates, New 

bi to handle its public rela- 
ons. 


- of the weekly amateur shows sponsored 


How To Reach 
The Heart 
of The Home 


Kids like this young singer are the 
heart of the home. 

The World-Herald treasures the wel- 
come it gets each day in more than 


250,000 homes because the kids are usu- 


ually the ones we meet first. 


And we meet as friends, too. Our 
little singer is a good example. We're 


friends because she’s competing in one 


each summer by The World-Herald. 


There are 91 other youth activities 


sponsored or supported by The World-Herald each year where we 
make fast friends of thousands of active youngsters. 


Scholarships, parades, sports events, hobbies, 4-H work, safety 
contests, health camps—and many, many more activities for youth 
are stimulated and covered by The World-Herald. 


And because kids are close to our hearts, our newspaper is wel- 
comed into more than 250,000 homes each day. 


Advertisers can benefit by this youthful response. For when kids 
respond, the whole family reacts. They try. They buy. 


The World-Herald, the midwest’s leading family newspaper, gives 
you this opportunity to sell in the heart of the home. 


Omaha World-Herald 


es ee 


READ IN 3 OUT OF 5 HOMES 
IN NEBRASKA AND WESTERN IOWA <= 


= oe" a market of 11/, million people 
» with 2 billion dollars to spend 


250,172 Daily 260,205 Sunday 
Average paid circulation for March 1953 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 
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Denver Teen-Agers Express Dim 


— | school, was named winner of the 
“There are many principles that essay contest. 

Miss Frantz and five other 
/runners-up were honored at last 


/make up good advertising, and I 
have listed a few of these below. 


View of Advertising in Essay C | se ao ne : 
1. Good advert t k’s D Advert Club 
1€ 0 verlising ssay ontest inform the pe ema ag Bg AP poss al “William "aha. ot 


Denver, April 22—Advertising 


has had a rough going-over from | 


the high school students and teen- 
agers in this community. 
In an essay contest, which had 


as its topic “A Teen-Ager Looks at | . 


Advertising,” nearly half the en- 
trants had some criticism of adver- 
tising and the ad profession. The 
contest was co-sponsored by the 
Advertising Federation of America 
and the Denver Advertising Club. 

More than 30% of the essayists 
were of the opinion that advertis- 
ing was “mostly fraudulent and 
certainly overdone.” The consensus 
was that advertising in its present 
form, in almost all media, is too 
ineffectual to influence anyone to 
buy anything. 


® Television, a comparatively new 
medium for Denver and Colorado, 
received the most vicious attacks. 
Said one student, “...They’re (the 
audience and listeners) not laugh- 
ing with the commercial, they’re 
laughing at it. The American pub- 
lic is not dumb and they can see 
through many commercials.” 

Many essays criticized the pro- 
fession for “playing down,” and 
voiced the opinion that advertising 
should be “more mature and direct 
itself toward more mature minds.” 
Ages of students who submitted 
essays ranged from 14 to 18. 

Almost 20% of the essays ex- 
pressed the belief that advertising 
raises the cost of goods and is un- 
necessary. 

One youngster went so far as to 
say “...advertising is much like 
an ordinary racket.” He wert on 
to explain his idea of a racket, and 
likened advertising to gangsterism. 
He qualified his statements by 
saying, “Advertising don’t exactly 
concentrate on cheating innocent 
people, they just pull the wool 
over everybody’s eyes.” 


= “Everywhere you go,” said one, 
“whatever you do, you see or hear 
advertisers at work. Tune in the 
radio, watch television, attend a 
‘movie or if you’re just out for a 
peaceful drive, you can’t escape 
from the monotonous sing-song of 
advertisers or advertising.” 

Another youngster was more 
constructive and said, “The words 
‘best and greatest’ appear so often 
they cease to be convincing. If 
everything is best, you realize 
there can be no best. One thousand 
dollar cars are described in $10,000 
words. You are a target in a war 
of adjectives, the helpless victim 
in a keen competition of words.” 

The same youth also went on 
to say, “The consumer should be 
taught values, but as turnover is 
the chief aim of the advertiser, a 
tremendous temptation exists to 
adulterate goods, limit service- 
ability, shorten their life and bring 
the purchaser back sooner for 
another sale.” 


# The suggestions in the stack of 
essays were endless: 

“Let the consumer think for 
awhile,” said one. Another stated, 
“..the idea behind advertising is 
to sell people something, just as a 
salesman. But some salesmen do 
a very unwise thing and try to 
high-pressure people into buying 
their products. The same thing 
goes for advertising. People do not 
like to be pushed into buying a 
product.” 

“Bring advertising back into the 
area of belief.” 

“Why do advertising men expect 
the consumer to believe such im- 
possible things (cigarets that help 
one’s T-Zone) when common 
sense tells them they cannot be 
true.” 

“Many times the announcer (on 

radio or TV) becomes either bored, 
dramatic or starts to whine. I turn 


- him to buy more intelligently. 
them off in any of those cases.” |§ “2. Good advertising tells the Fox, made the presentations to 
“There should be more courses truth, avoiding misstatement of the winrers. 
on advertising in high schools so facts. It makes no claims which it 
that there will be less misunder- cannot support in full and uses The winner read her essay to 
standing.” ,only testimonials of competent club members at the luncheon 
| witnesses. \ceremony. She pointed out that 
# “It seems to be a sort of instinct; “3. Good advertising tells the | advertising is an essential element 
in us to close our ears, shut our truth. It conforms to the generally | of a free press in the U. S. 
eyes or turn off our radios and TV accepted standards of good taste. “Inexpensive newspapers, good 
sets to uninspired advertising.” ‘It sells public acceptance on the television and radio programs, 
“The advertiser gets back from basis of the merits of its product attractive magazines at a price 
radio and television just what he or service rather than by dispar- everyone can afford, would not be 
puts into it—in unselfishness, in agement of competing goods. It available without advertising,” 
friendliness and in sincerity.” ‘tries to avoid practices that are Miss Frantz told the audience. 
“We are the housewives and offensive or annoying.” | As part of the honors, in addi- 
business men of tomorrow.” It seems apparent that a vast tion to $50 cash for Miss Frantz, 
This is just a sampling of the re-education job is needed if the and $20 and $10 respectively for 
hundreds of unfavorable comments advertising profession desires to the second and third place winners, 
that were made by students from protect itself from further restric- | the students were interviewed 
throughout the state. tive legislative action in the future.;on the “Where’s Morgan Show,” 
One essay, however, though crit- KFEL radio, and on the show 
ical, stood out with really con-|s Donna Marie Frantz, a student “These Kids of Ours,” on KOA, a 
structive criticism. The writer at Denver’s St. Joseph’s high | weekly half-hour show that inter- 


‘ecutive v.p. of Kostka-Bakewell & | 
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views outstanding high school 
students and lets them interview 
important celebrities in Denver at 
the time of the show. 


Don Q Rum Gets Push 
Schieffelin & Co., New York, has 
‘launched an advertising and pro- 
motion campaign for Don Q Puerto 
Rican rum coinciding with the ma- 
jor league baseball season. In 
Puerto Rica, “Situation Don Q” is 
|'that moment in a baseball game 
/when a batter comes to the piate 
| with three men on base. For the 
'promotion, a home run will be 
|known as the “Situation Don Q 
‘home run.” Weekly 200-line in- 
sertions will list the latest record 
‘for Don Q home runs. Placed by 
| Abbott Kimball Co., New York, 
ads will run through October in 
New York, Boston, Detroit, Cin- 
cinnati, Cleveland, Chicago, Pitts- 
/ burgh and Philadelphia. 

Bassett Promoted to S. M. 

| Royal M. Bassett, eastern sales 
/manager of Middle Atlantic Trans- 
/portation Co., New Britain, Conn., 
|has been promoted to general sales 
\manager. 


On a routine day she may meet a Swami, bronc rider 
from Brooklyn, inventor of ink for invisible pens, a wife 
looking for an intentionally absent spouse, Arctic explorer 


who has never been North of Bear Mountain Bridge, 


She meets so 


friends deposit pictures and pearls for the Society 
Ed., Brooklyn Section. 
Authors and artists suggest columns on curling, 
ballet, Finnish baths, or African violet culture. 
Hardest to take are the parents of missing kids; 


child soprano (in costume), or a talking dog... 


Seventh floor receptionist at The News, Mrs. 
Kitty Gibson helps people from the outside reach 
the right people inside. She averages 150 visitors a 
day ... has talked to more than a million people 
since she came with The News as a wisp of a girl 
back in 1925. 

More than 95% of Mrs. Gibson’s clientele have 
reasons, or reasonable excuses, for their visits. The 
other 5% comprise the interesting people. 


Abverrisine gets relatively few callers, usually 
strictly business. Editorial has the big draw. 

There are people with tips for the City Desk. 
Box fighters and tennis promoters drop in to see 
the Sports Ed. Press agents bring cheesecake pix 
to the Drama Dept. Camera bugs come in with 
snaps. Out-of-town reporters ask for the lowdown, 
use of the morgue, a job, a loan. Fond parents and 


average, two dozen a week, with peaks in January 
and June, report card months. These callers are 
always seen by somebody in the newsroom, and 
most of the truants are restored to their families. 


Tue extra interesting 5% are roughly classified 
by Mrs. Gibson as follows: 

Family Affairs—The night watchman whose 
wife ran away with an acrobat, parents of problem 
children who stay out all night, women who want 
a well-heeled husband, ete. 

Opinion Airers—They favor laws to protect 
people from lawyers, birth certificates for dogs, 
federal funds for comfort stations, Staten Island 
seceding from New York, or Love conquering all. 
Occasionally somebody reports that Adolf Hitler is 
running a delicatessen in the Bronx. 

Pictures in the Paper—Aspiring TV and tattoo 
artists, the author of a ditty titled “Eisenhower 
Every Hour,” the incipient world’s weight-lifting 
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Packer Launches Sauce Line | 


Iowa Packing Co., Des Moines, 
has appointed Rockett-Lauritzen, 
Los Angeles, to handle a new line 
of sauces which will be distributed 
nationally. They include a liquid 
tenderizer, hamburger sauce, 
sparerib sauce, barbecue sauce and 
meat sauce. Radio, television and 
newspapers will be used. Black-| 
more Co.,.- Des Moines, is Iowa 
Packing’s agency for the rest of) 


the account. 


Cahaney Joins Catholic Press 


George R. Cahaney, formerly 
with Fuller & Smith & Ross, Cleve- 
land, has been named executive 
secretary of the Catholic Press 
Assn., New York, beginning June | 
15. Mr. Cahaney succeeds James F. 
Kane, who resigned to manage the 
Catholic Newspaper Representa- 
tives. 


Burgess Promotes Balz 


Charles E. Balz, for the past. 
two years assistant sales manager | 
for the U. S. Battery division, 
Burgess Battery Co., Freeport, IIL, 
has been promoted to sales man- 
ager. 
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SOLEMN OCCASION—Confronted by the camera, this group turned all serious, 

despite the fact they were celebrating the birthday of Vinnie Richards (right), former 

tennis champ and now assistant to the president of Dunlop Tire & Rubber Co. Other 

celebrants are (from left) Lee Andrews, advertising director of True Story Women’s 

Group; Eugéne J. Lowther, advertising director of the Macfadden Men's Group; Robert 

Thomas, New England manager of the Men’s Group. Seated is E. B. Germain, presi- 
dent of Dunlop. 


N. Y. Life Adds 2 More Ad Pitches 


| New Yor, April 22—In ad-) 
dition to the narrative stories de- 
-picting its agents in action, the 
business and group insurance cam- 
paigns, and the advertising di- 
rected to farmers, New York Life 
Insurance Co. is adding two new 
| starters—the “American Family” 
and “career” series—to its 1953 
advertising schedule. 

The American family was intro- 
duced via a spread in the April 7 
edition of Look, and also appears 
in the April 20 Life. Subsequent 
‘ads will follow the theme of the 
‘introductory spread by telling a 
‘true-to-life human interest story 
of a “real” American family and 
what life insurance means to it. 

Spreads in Collier’s, Ladies’ 
Home Journal and The Saturday 
Evening Post are scheduled for the 
career series, which is directed 
primarily at parents. Discussing 
various careers, each of these ads 
will be authored by an outstand- 


many interesting people: 


champion, parents of beautiful babies, the gardener 
who grew a two-headed tulip, promoters, dog and 


cat fanciers, neighborhood association officials, 
hunters, fishermen and politicians. 

Inventors & Explorers—-Gent with a buttonless 
vest (patent applied for), or antidote for A-bombs; 
Jersey City resident exploring Africa, or African 


exploring Jersey City. 


Child Prodigies—Sometimes they come with 
a claque, and clippings from scrapbooks. 
The squirrel that wears a veil, 


Animal Acts- 


dancing canaries, gifted monkeys or marmosets. 

talking dogs. One Oriental snake charmer was hurt 

when Mrs. Gibson didn’t coo over his cobras. 
Drunks—Strays with gripes, good wishes, large 


up to careers on The News—such as Bud Hughes, 


ideas, big ambitions; or nobody loves them. 

Cuckoos— People who are just a little stranger 
than other people, such as John the Baptist, the 
Lastof the Mohicans, tree sitters, assorted prophets: 
a woman who said Jesus was starting a chain of 
stores and The News should publicize the event. 

Some of these five-percenters are satisfied if 
Mrs. Gibson will listen sympathetically. Most can 
be talked out of wanting to see an editor. A News 
Building guard is always nearby. 


W orkine with Mrs. Gibson are two or three 
messengers who take in visitors’ names, and guide 


the callers. Many of her messengers have moved 


travel editor; Jack Smith, promotion; Doug Watts, 
music editor; Gene Ward, sports: Ed Giorandino, 
cameraman; and Joe Meyers, reporter. 
After 27 years, Kitty Gibson still likes people 
and never forgets that this newspaper’s interest 
in people makes people interested in The News! 


Every screwball with something to sell or to 
promote makes The News his first target. 

Every publicity man, press agent, and promoter, 
knows that a few lines or a picture in The News, 
will find missing persons; fill theaters, restaurants 
and churches; make reputations, draw mobs, cinch 
Hollywood contracts, bring in contributions. 

But experienced advertisers, with experienced 
agencies, research departments, marketing experts 
and copies of Standard Rate & Data available— 
in some cases still don’t get hep to The News! 

How any advertiser can overlook or ignore a 
medium that is bought by more than 2,000,000 
people at the newsstand every day in the week... 
that reaches two of three families in New York 
City, and more than a third in the suburbs... 
that produces year in and year out for the big 
volume retailers in New York City . . . sometimes 
makes us wonder if the successful American 
businessman is as smart— or successful— as he is 
cracked up to be! 

Any News office will be glad to tell you more! 


THE [4 NEWS, New York’s Picture Newspaper... 


with twice the circulation of any other newspaper in America 
220 East Forty-second St., New York City « Tribune Tower, Chicago 


155 Montgomery St., San Francisco « 112 


7 Wilshire Blvd., Los Angeles 


jing person in a particular field or 
‘profession. 

| The initial insertion, on the med- 
ical profession, will ask, “Should 
your child be a doctor?” and will 
feature Dr. Walter C. Alvarez, 
emeritus consultant in medicine of 
the Mayo Clinic. 

Business insurance advertising 
is being extended to magazines 
with larger circulation, and a 
couponed “test” ad is running in 
Time April 20 and Newsweek May 
4. Later test ads will appear in 
Fortune. 

Advertising to farmers will con- 
tinue in Country Gentleman and 
Successful Farming and the group 
insurance schedule includes Busi- 
ness Week, Dun’s Review, Harvard 
Business Review and U. S. News 
& World Report. 

Compton Advertising is the 
agency. 


Plan Buck Rogers Promotion 


Four Hollywood business men, 
Robert S. Howard, Louis J. Meun- 
ier, Max Gilford and Bert D’Ar- 
mand, have bought exclusive rights 
to the cartoon strip, “Buck Rogers 
25th Century A. D.” Buck Rogers 
TV Productions Inc. will handle 
radio, live and film television and 
stage production; Buck Rogers 
Theatrical Productions, feature 
pictures, Buck Rogers Merchandis- 
ing Corp. merchandising tie-ins. 
Plans call for immediate produc- 
tion of 26 one-half hour films for 
TV, a full length 3-D film in color, 
and a radio program emanating 
from New York. 


Frederick Phil to Talon Inc. 


Frederick Phil, formerly re- 
search director for Russell Mfg. 
Co., Middletown, Conn., has be- 
come associated with Talon Inc., 
Meadville, Pa., maker of slide fas- 
teners. 


Trailmobile Names Hailey 

Trailmobile Canada Ltd., Toron- 
to, has appointed Arthur F. Hailey 
sales promotion manager. Former- 
ly Mr. Hailey managed his own 
public relations company, Com- 
mercial Authors Service. 


MORE 


for your 
Advertising Typography 
dollar 


FIRST... in fine typography, 
Superior Typography, Inc. is 
equipped to meet and surpass 
the most exacting standards 
in quality of workmanship. 
Night and day service. 


FIRST... to introduce sub- 
stantial savings on every 
item of your typography bill 
where original composition is 
ordered for day shift. Usual 
“ ” 4 4 

rush” service available after 
first proof, 


FIRST... to introduce our 

unique system of “double- 

checking” all proofs. An 

“extra” service by Superior 
at no extra cost. 


25th Anniversary Year 


©) 


SUPERIOR 


TYPOGRAPHY, INC. 


“Double-Checked” Typography and Printing 
305 East 45th St., New York 17, N. Y. 


MURRAY HILL 4-1112 
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Norwich Promotes Sumner 

Howard A. Sumner, with the 
company since 1919, has been pro- 
moted to v.p. in charge of market 
development and public relations 
for Norwich Pharmacal Co., Nor- 
wich, N. Y. 


Anacin to Dillon-Cousins 

Home Products International 
Ltd., a division of American Home 
Products Corp., New York, has ap- 
pointed Dillon-Cousins to handle 
Anacin advertising in Latin Ameri- 
‘ea, effective July 1. 
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Hess Boosts Holben to A.M. 


Wayne W. Holben, who joined 
‘Hess Bros. Department Store, 
Allentown, Pa., in 1951, has been 
promoted to advertising manager. 
Edward Carroll continues as sales 
promotion manager. 


Norland Named Beeco V. P. 


; Oscar E. Norland, general sales 
manager for Beeco Inc., Chicago 
designer and maker of deep-etched 
glass displays, has been promoted 
to v.p. He will continue as general 
manager. 


| Leonhard Elected President 


| E. R. Leonhard, since 1938 v.p. 
charge of sales for Paterson 
Parchment Paper Co., Bristol, Pa., 
has been elected president. Mr. 
a joined the company in 


Hutchings Joins ‘Methods’ 


William S. Hutchings, formerly 
|advertising manager of American 
Business, has joined Management 
Methods as western advertising 
manager in Chicago. 


Advertising Age, April 27, 1953 


Transportation Business ‘Sins’ Broadly in 
Its Advertising, Marsteller Warns Truckers 


BE.vear, Fxia., April 21—Trans- 
portation advertising is (1) aim- 
less, (2) antiquated, (3) inconsist- 
ent, (4) inadequate and (5) unco- 
ordinated. That was the adjectival 
broadside fired 
by William A. 
Marsteller yes- 
terday in a 
speech to the 
American Truck- 
ing Assn.’s Cus- 
tomer Relations 
Council. 

The thorough- 
going Mr. Mar- 
steller, who is 
head of Marstel- 
ler, Gebhardt & 
Reed, Chicago agency, hastened to 
enlarge on his five-fold assessment 
of advertising “sins” committed by 
the transportation industry: 

He called transportation adver- 
tising “aimless” because it has no 


Wm. A. Marsteller 


Approximately four fifths of the total circulation 
of The Detroit Free Press is within Detroit's local 
trading area as defined by the Audit Bureau of 
Circulations. Only two of the first ten metropolitan 
morning newspapers in America have a greater 
local concentration of coverage than The Free Press. 


This local circulation of The Free Press is equiv- 
alent to a coverage of every third home in this 
huge concentration of people and buying power. 


it is unduplicated in point of time by any other 
newspaper. It reaches the door steps of the key 
homes in this local market before breakfast ond 


Che Detroit Free Pressey 


“AMERICA’S MOST INTERESTING NEWSPAPER” 


John S. Knight, Publisher 
STORY, BROOKS & FINLEY, INC., NATL. REPRESENTATIVES 


Within the 
Local Trading Area 


before business. There just isn’t any other sub- 
stitute for the influence of this circulation. There 
is no other method by which any advertiser may 
avail himself of Free Press influence in these 


homes — among more than a 


million persons — 


except through The Free Press... and that IS 


important. 


This is a privilege which pays off in profits 
from agate lines, no matter what you have to sell. 
Take fullest advantage of what the Detroit market 
has to offer you through Detroit’s only morning 


newspaper. 
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apparent objective. As a result, it 
collects only “the simple interest 
of unrelated ads,” instead of “the 
compound interest of a campaign.” 

“If you can’t tell, by reading an 
advertisement, what the advertiser 
expected it to accomplish, how can 
the ad possibly accomplish it?” Mr. 
Marsteller asked. 


® As to the second sin—antiquity 
—it is due to a tendency to follow 
the advertising tradition set by the 
railroads, Mr. Marsteller declared. 


| He told the truckers to concentrate 


on telling their own story and sell- 
ing their own special services with 
up-to-date advertising unham- 
pered by old-time traditions and 
habits. 

He also warned against “trade 
talk” in ads, pointing out that 
many people who have something 
to say about shipping aren’t 
trained traffic managers. 

“Repetition is reputation” was 
Mr. Marsteller’s corrective max- 
im for the third sin of incon- 
sistency. He made the point that 
very few carriers have adopted an 
advertising plan and stayed with it 
long enough to build a “corporate 
identity’—a company “character” 
that will outlive present personnel, 
buildings or equipment. 


s “Such a corporate personality,” 
he told the truckers, “is an asset 
which is usually carried on the 
balance sheet for a dollar or less, 
but it is an asset, once established, 
that even an improvident manage- 
ment can’t squander very quickly.” 

The fourth sin—inadequacy— 
Mr. Marsteller defined as the sin of 
timidity, of false economy, of 
“thinking too small.” “No business 
with the potential of the trucking 
industry deserves to be under-pro- 
moted,” he warned. 

As to lack of coordination, the 
last of Mr. Marsteller’s five-point 
indictment of the carriers, he ex- 
plained it as failure to coordinate 
advertising with the total sales 
program. 


= “You don’t have to have a new 
model to coordinate advertising 
and selling, but you do have to 
have a carefully thought-out plan,” 
he asserted. “That’s what many 
companies call ‘merchandising the 
advertising’,” he went on. “I pre- 
fer to think of it as ‘advertising 
the sales pitch.’” 

In conclusion, the agency presi- 
dent reminded the truckers of stern 
competition in their field in the 
years ahead, and that the way to 
meet it is “to sell hard.” 

“One of the functions of adver- 
tising is to raise your selling 
sights,” he told them. “Advertising 
can help your solicitors make sales 
today, but its power is greatest 
over the long pull.” 


Rice to Hutchins Advertising 


Stuart J. Rice, formerly manager 
of advertising and promotion for 
the Delco appliance division of 
General Motors Corp., Rochester, 
has joined Hutchins Advertising 
Co., Rochester, as an account 
executive. 


Bowman Heads Publicity 


Gordon L. Bowman, in the ad- 
vertising department of Baker- 
Raulang Co., Cleveland maker of 
industrial trucks and tractors, has 
been promoted to publicity man- 
ager. 


Hugh Dwight Advertising Bows 


Hugh Dwight, formerly with 
Blitz Advertising, Portland, Ore., 
has formed his own agency, Hugh 
Dwight Advertising, in the Mer- 
chandise Mart, Portland. 


Snow Crop Names Rutherfurd 
Jay Rutherfurd, formerly insti- 
tutional sales manager, has been 
named manager of the new public 
relations unit set up by Snow Crop 
Marketers, New York. 
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LASKEK 
STORY 


i 


Copyright by Advertising Age °* Chicago 11, Ill., U.S.A. 


ada will you have the pleasure of reading a book 
! with the impact of “The Lasker Story.” 


A book that’s entirely about advertising and what 


aes it click. 


A book that’s actually the business-life story 
of one of the greatest ad men of them all — 
Albert Davis Lasker—a man who rose from a $10 


a week copywriter to untold riches and the guiding 
force of Lord & Thomas! 


Told by himself with an intimacy that unlocks 


the secrets of many of the most famous ee 
campaigns of record. 

Told so well . . .:so informally . . . so humanly . . 
that you feel like Mr. Lasker is talking to you 
personally . . - giving you the benefit of his great 
advertising experience. It’s superlative! 


Your money back if you are not 
fascinated ... and we mean FASCINATED! — 


* 


As He Told It 


— a er 


Here is 

the most 
fascinating, — 
human story 


of a 


ever told! © 


_” The complete story, 
’ twenty-six chapters 
Illustrated throughout’ _ 
, with rare, history-making 
advertisements. 


AL 50 postpaid 


ae: Eo, | es De, bh eared ten. 
Fi a se es‘ ils es als as Ue hes el case 


Special Rates For Group Purchases 


USE THIS HANDY ORDER FORM 


Send for a Copy of “The Lasker Story” for your 
Friends, Associates and Everyone in Your Organi- 
zation Who Plays A Part in Advertising or Selling 
—IT’S A TREMENDOUS SOURCE OF INSPIRA- 
TION! 


ADVERTISING AGE, Dept. A27, 200 E. Illinois St., Chicago 11, Ml 


Send me copies of “The Lasker Story.” 
My Name snenediipeneaelibnal aii 
RS eS RE 

Address 

City Zone State 


1 am enclosing a check or money order for $ 
figured at $1.50 each for 1 to 9 copies; 10% discount for 10 to 
49 copies; 20% discount for 50 copies or more. | understand 
the price includes all handling and postage charges. 
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“What is a class | 


A Famous Publisher Once Defined a Class Magazine This Way: 
“A class publication (is) a publication which looks for 

its circulation to those only who have in common certain 

characteristics marked enough to group them into a class.” 


eee wee 


He Also Said, “I hold that a community of active interest in 
what the publication presents editorially is the only safe 
criterion of a class paper.” 


HE PEOPLE To wHom “U.S. News & World Report” looks 
for its circulation have certain characteristics in 
common. In the main, they are the intelligent, broad- 
visioned persons holding positions of responsibility in | 


business and industry. They have a vital stake in the news 


because of those responsibilities. They want each week the 


news behind the news. For they know it can affect their 


. ° e e e ° ” 
decisions, their programs, and policies both in business 
I 


and individual planning. | 


| A market not duplicated by any other news or 4 mé 


‘Now more than 600,000 net paid | c 
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THE PURPOSE OF “U.S. News & World Report” 
is to answer the questions constantly posed in 
the minds of such people: 


ee ed 


‘““‘What does this news mean to me — now. 
next month, next year?” 


) “What are the foreseeable sequels to this 
news?” 


| “What policies should be reviewed now — or 
: moved ahead?” 


This calls for not merely a summary or review 
or a narration of occurrences. It requires a news 
sense with depth — the ability of an experienced 

staff to analyze clearly and authoritatively the 
; “impact” news, the news of “pocketbook” sig- 
nificance and to add to that analysis news not 
published anywhere else before. 


—— 7 
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It is inevitable that any group of important 
people large enough to number 600.000. would 
be concentrated in the management levels of 
business and industry. Four out of five of 
“U.S. News & World Report’s” subscribers are 
in this category. Government and the profes- 
sions account for the rest. 

It is just as inevitable that such people of 
responsibility would be found enjoying above- 


¢ management magazine 


, 


circulation 


| 


ews magazine ?”’ 


average incomes. “U.S. News & World Report” 
subscriber-family income averages $13,557 — 
highest of all news magazines. 


x & 
Thus, the reader of “U.S. News & World Report” 


can be readily identified — he is the informed, 
responsible person. with a responsible job and 
the high income that goes with it. He has a big 
enough stake in the essential news to need the 
one magazine in America devoted exclusively to 
that purpose. 

He is a Very Important Purchaser in his own 
right, and important too as an influence on the 
purchases of others. 


The importance and value of this market 
to advertisers is well established. “U.S. News 
& World Report” surpassed all news and 
management magazines in advertising growth 
in 1951 and 1952, for the first three months 
of 1953 is 18% ahead of record-breaking 
1952, and now stands 7th among all national 
magazines in pages of advertising carried. 


Advertising Offices: 
30 ROCKEFELLER PLAZA, 
NEW YORK 20, N.Y. 


BOSTON + PHILADELPHIA a: 
CLEVELAND « DETROIT ante 
CHICAGO « ST. LOUIS | 
SAN FRANCISCO 
WASHINGTON 
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LOCAL TALENT—The Minneapolis chapter of the Society of Artists & Art Directors 

found plenty of local talent when it got to selecting ‘Miss Model of 1953.” The 

winner, left, is Audrey Stoll, University of Minnesota student. Providing the decorative 

background are runners-up Norma Jean Shaefer, Marquette National Bank teller, 
and Gloria Shopek, Minneapolis Star & Tribune. 


POSTAL PROBERS—At their first meeting, members of a sub- 
committee of the Citizens Advisory Council gathered to discuss 
plans for a study of the Post Office Department. From left to 
right are Harry J. Maginnis, executive manager, Associated Third 
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ROANOKE SPEAKERS—Speakers at the Roanoke Advertising 
Club’s retail ad clinic early this month were (from left) Lionel 
Moses, v.p., Parade Publication; D. C. Daniel, secretary and ex- 
ecutive secretary, Federal Trade Commission; Jock D. Lewis, v.p., 


CENTENNIAL—Clutching the big candle is William H. Ritter Jr., 
president of P. J. Ritter Co., Philadelphia oe packer, which is 
celebrating its first century in b tennial celebrants 
(from left) are James A. Weaver, James Py Weaver Co., Gaston, 
Pa.; Robert Lore, sales and advertising manager of Ritter; Paul 
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Ritter, general sales manager; Kenneth Keen, executive v.p. of 
Lamb & Keen, the Ritter agency; James Lamb, agency president; 
Roy Lochten, v.p. and media director of L&K; Mr. Ritter, and Ed- 
ward W. Price, Philadelphia district manager for the packing 
company. 


CUTDOOR GIANTS—P. Ballantine & Sons 
says its new Boston spectacular (right) 
is the largest in New England. It reaches 
51' over the city’s entertainment district 
and was erected by Donnelly Electric & 
Mfg. Co. The one above, put up by Ad- 
miral Corp. near San Francisco's Bay 
Bridge, measures 75’x100' and is said to 
be the largest outdoor sign west of the 
Mississippi. 


Class Mail Users; John Tillotson Sr., director of the Associated 
Third Class Mail Users; Postmaster General Arthur Summerfield, 
and Sen. Frank Carlson (R. Kan.), chairman of the Senate post 
office committee. 


Advertising Associates, Richmond; Tom Slater, v.p. and director 
of radio and TV, Ruthravff & Ryan; Albert Bliss, president of 
Bliss Display Corp., and Helcembe Parkes, v.p., Benton & Bowles. 
The clinic has been set up @s an annual event for the adclub. 


TEN-YEAR MAN—Theodore S. Repplier (right); president of the Advertising Council, 
receives a silver cigeret box honoring his ten years as executive head of the coun- 
cil. ne a ae as eee LaRoche, president of C. J. LaRoche & 


Co. and first beard chairman of the council. 
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New 8-W Power Steering 
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Put your/money 


on this horse... 


tr ong Sue Dogphein tt 
hee 0 thay Ese Ae atbel 


LEERY Associates 


Like our namesake, Revere proudly serves — 
serves the best. For we at Revere limit our interests 
to making fine letterpress engravings only—and 
cater particularly to an advertising clientele. 


Agency production men and advertising 


managers are quick to appreciate the advantages 
of our complete day and night shop—both operated 
on highest standards of quality—utilizing only 


. Budweiser 
ledty = 


ANDI SHE Bt Sent ‘ 


the most modern efficient equipment. 
The experience of over a quarter-century of 
plate making for the ranking agencies and 
RICE MRISPIES i... . you put your engraving dollar on this horse. 
MARSHMALLOWS a We welcome your inquiry. 


advertisers says the odds are in your favor when 


INTERNATIONAL 4+ TRUCKS 


ix ig 


America’s 
First 
Engraver 


PHOTO ENGRAVING COMPANY 


Makers of Fine Engravings Since 1922 


mF 


712 SOUTH FEDERAL STREET CHICAGO 5, WABASH 2-8816 
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Omnibus Called Success 
Commercially, Audiencewise 
To the Editor: The “Eye and 


Ear Department” in your March) 


23 issue, reporting on “Omnibus,” 
states as a fact that “it is next to 
impossible for the program to ac- 
cumulate an audience,” and al- 
ludes further to “its small audi- 
ence.” 

It would be interesting to know 
where your reporter obtained his 
“information.” Obviously not from 
anyone connected with “Omnibus” 
—including its five sponsors and 
their advertising agencies. 

According to the Nielsen Televi- 
sion Index, on which we and many 
of your other subscribers are ac- 
customed to rely, the audience to 
“Omnibus” has varied from a min- 
imum of 2,842,000 homes (second 
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/program) to a maximum of 4,942,- 
|000 homes (tenth program). 

| Nielsen does not measure audi- 
/ence in terms of individuals, but 
the available research indicates an 
‘average of 2.6 persons per home. 
Application of this factor indicates 
an audience to “Omnibus” of from 
7,387,200 to 12,847,200 persons per 
program. 

This is a substantial audience of 
commercial proportions. “Omni- 
| bus” has had a full complement of 
five participating sponsors since 
the Jan. 4 broadcast, all of whom 
are continuing to the end of the 
series without lapse or cancela- 
tion. There is a reasonable pre- 
sumption that these advertisers 
have found the audience of ade- 
quate size and responsive to their 
commercials. 

It is perhaps technically correct 
to say, as you do, that “Omnibus” 
“does not have to pay its way”—1n 
the sense that the Ford Foundation 
|was prepared to underwrite the 
icurrent series with or without 
| sponsors. 

/ Buta moment’s reflection should 
convince anyone that no network 
| would reserve 90 minutes of class 
|A time indefinitely without adver- 
|tising revenue, nor would 56 sta- 
|tions clear for the program, nor 
'would the Foundation with so 


/| many demands on its purse contin- 


jue to finance a program which had 
ino audience. The record to date 
has assured the programs another 
|season, and three networks have 
solicited the 1953-4 series. 

| The Foundation’s purpose in 
| producing “Omnibus” was to dem- 
onstrate that programming of this 


7| kind can be commercially success- 


ful. On the evidence, the program’s 
‘severest critics can hardly deny 
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the commercial success of “Omni- 
bus.” It is not clear what you re- 
gard as a “practical contribution to 
_TV,”—not, apparently, the fact that 
“Omnibus” recruited four new ad- 
_vertisers to network television, all 
of whom have expressed the inten- 
tion to remain in the medium. How 
‘practical can-¥ou get? 

| Critical judgment is an obvious- 
ly useful and important element in 
journalism, but in a business pa- 
per, particularly, it should be 
based on accurate reporting, or it 
can be misleading to readers. Since 
the readers of a business paper 
are influenced in making business 
decisions by what they read, mis- 
leading them can have very practi- 
cal consequences. 

Whether or not the programs are 
well planned or produced, and 
whether or not they are enter- 
taining are questions of opinion 
upon which anyone is entitled to 
a personal and, if qualified, pro- 
fessional conclusion. But in brand- 
ing “Omnibus” as a commercial 
failure you make a plain mis- 
statement of fact. Since “Omnibus” 
will return in the fall and will 
again be offered for sponsorship, 
your careless and irresponsible re- 
porting is damaging to the extent 
of your influence with your cir- 
culation. 


GeorceE M. BENSON, 

Executive Associate, The Ford 

Foundation, New York. 

The Eye & Ear Dept. did not 
question the commercial success 
of “Omnibus” but rather the com- 
mercial success of the program in 
terms of delivering a large enough 
audience to pay off for advertisers. 
Whether “Omnibus’” audience is 
“large” or “small” is principally a 
matter of comparison, and on this 
basis the show has had a fair-to- 
middling record. 


Agrees on Problem of 
Manufacturers’ Mats 

To the Editor: Every retailer 
should extend a rising vote of 
thanks to Clyde Bedell for his 
pointed and truthful statements 
about “manufacturers’ mats” in 
the March 30 AA. 

Why can’t something be done to 
wake up the manufacturers and 
their advertising agents to this 
matter? 

Or are advertising publications 
shunning this question because it 
is a “red menace?” 

From time to time I have been 
of the opinion that some manufac- 
turers would do something. They’d 
ask for opinions. When they got 
them the replies were something 
like this: “Our agency is experi- 
enced and knows what a retail 
store should use,” or “Our adver- 
tising manager is capable of de- 
termining what stores should use, 
and your store is different.” 

Why don’t some of these manu- 
facturers and agency bigwigs see 
what happens to be in the files of 
the average retail store: They 
would get the shock of their lives. 

This store was opened in No- 
vember, and since that time we 
have cleaned our files of mats on 
two different occasions, just to 
keep them from being cluttered up 
with a lot of unusable material, 

I have had representatives of 
many of these manufacturers ad- 
mit that their own advertising de- 
partments and advertising agents 
have little or no conception as to 
|what a retail store can and will 
use. They go so far as to admit 
| that their complaints on this sub- 
ject always meet with disapproval. 
| Can AA offer any suggestions as 
to what should be done to educate 
manufacturers and the boys and 
girls in the advertising agents’ 
ivory towers that they just “don’t 


| know from nothing” on the subject 

of dealer mats? 

P. W. LAMPERTINE, 

| Advertising Director, The Ev- 
ansville Store, Evansville, Ind. 
Any comments from AA read- 

ers? 


= 
Tips Hat to Bedell 


To the Editor: Hats off to Clyde 
Bedell and his comments on man- 
ufacturers’ mats for retailers in his 
column “Looking at the Retail 
Ads” in the March 30 AA. 

I would like to have permission 
to reprint the first two paragraphs 
of the article. I have a little cam- 
paign in mind to try to get better 
mats from some manufacturers, 
and this article might help do the 
trick. 

R. J. NEWMAN, 
Terre Haute, Ind. 
. a * 
ABP Invites White Motor 
to Join ‘53 Budget List 

To the Editor: I noted with a 
great deal of interest in your April 
6 issue the listing of firms with 
business advertising of greater 
than $50,000 budgets. 

Missing was The White Motor 
Co., whose 1952 budget of business 
publication advertising was $150,- 
000. 

J. C. TOEDTMAN, 

D’Arcy Advertising Co., Cleve- 

land. 

Associated Business Publications 
mailed a request to White Motor 
Co. for its 1952 advertising ex- 
penditures, AA was told, but re- 
ceived no reply. In reply to Mr. 
Toedtman’s letter, ABP says that 
since the purpose of its study “is 
to have as few estimates as pos- 
sible, we restricted them to a sam- 
ple that, unfortunately, did not in- 
clude White Motor Co. 

“We’re happy to hear that White 
Motor wishes to be included in our 
list,” the ABP letter adds, “and we 
will certainly include White Motor 
as a large business paper adver- 
tiser in next year’s listing. We hope 
the figure will be an actual one 
submitted by the company.” 

- * © 
‘Seventeen’ Is a Service, 
Not a Fashion Magazine 

To the Editor: A story in your 
issue of March 23 has come to our 
attention because it mentions Sev- 
enteen. Datelined March 17, it is 


lishing Study Expects 5% Increase 
in Advertising.” 


icontent is 
/neither we, nor Publishers’ Infor- 


Advertising Age, April 27, 1953 


In the third column a quote from 
the report states that “Fashion 
magazines (like Charm, Harper’s 
Bazaar, Glamour, Mademoiselle, 
Seventeen, and Vogue) actually 
booked slightly less advertising in 
1952 than in 1951.” 

Actually, since only about a 
quarter of Seventeen’s editorial 
devoted to fashion, 


mation Bureau, classify our maga- 
zine as a fashion publication, but 
rather as a women’s service maga- 
zine, as PIB lists it. 

Also, a comparison of 1951 and 
1952 advertising figures for Sev- 
enteen shows 1,158.28 pages for ’51 
vs. 1,177.98 for ’52, and indicates 
an increase of 2%. 

We realize that your reporter 
was quoting directly from the 
Bernhard survey, but we do wish 
to set the record straight with Ap- 
VERTISING AGE, which is usually so 
accurate. 

MARTHA SHAEFFER, 

Press Editor, Seventeen, New 

York. 
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Missouri Students Hear 
Some of Woolf's ‘Salesense’ 
To the Editor: It’s late. This has 
been a hard, 15-hour day, even 
though its last few hours have 
been brightened a little by music 
(courtesy of the railroads, AT&T, 
Cities Service and NBC). A call 
from my son has released me from 
the duty of picking him up after 
Scout meeting. I could go home, 
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Costing 70c less, SPREY does a 
better job. SPREY was designed 
forthe Artist, Ad Agency, andothers 
in the Graphic Arts Field. It is 100% 
clear Acrylic plastic made to smudge- 
roof your artwork. Simply press the 
button and SPREY covers and pro- 
tects your valuable drawings in sec- 
onds. Goes on clear and stays that 
way. Will not yellow or affect deli- 
cate shades. Adds new dimension and 
sparkle to your work while protecting 
against dirt, moist hands, smear and 
smudge. Dries fast. Artists, Advertis- 
ing Agencies all over use SPREY to 
protect wash drawings, charcoals, 
comps, repro proofs, dummy boxes, 
press clippings, layouts, charts, ete. 


SPREY is Only Sold Direct B 12°20 can 


No middieman between you and us. We pass the 
savings on directly to you . . . and you save up to 7c 

rean. We want you to judge the merits of SPREY. 
See for yourself that it does a better job for less 
money. Send for 2 trial cans or order SPREY by 
the case (12 cans) for greater savings. There’s no 


need to hesitate ... no element of risk. SPREY is 
sold with a MONEY BACK GUARANTEE... you 
must be satisfied or your money will be refunded. 


2 cans for $3.00, 6 cans $8.10, 12 cans $15.00. 


| Send check with order and we pay postage or we 


headed “Bernhard’s Annual Pub-| 


bill you (plus postage}. Send your order for 
PREY today! You can't buy a better fixative. 
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but his call interrupted me half- 
way through “The Sanctimonious 
Cigaret Hucksters” (AA, Feb. 16). 

Mr. Woolf has said, in fewer 
words and much more effectively, 
what I’ve been trying to tell stu- 
dents in kick-off ad copy lectures | 


well on both sides of the fence. 

Public relations is of necessity 
an offshoot of business conceived 
to further the interests of business 
by means of a journalistic method 
or series of methods. 


As long as keen minded men 


for a good many semesters—and I and women in public relations pur- 


want to express my appreciation 
right now. 

How hard it is to try to show 
some light to a student who is ob- 
viously a potential angle-slicer 
and who (though he’s usually too 
young or ill-informed to realize it) 
is already worshipping at the dol- 
lar-bright shrine of Senator 
LeBlanc and George Washington 
Hill! 

It’s heartening to find someone | 
who agrees that it’s later than you | 
think. 

Mr. Woolf’s Salesense lives up to 
its name every week. I’m going to 
broadcast this week’s piece to as 
many students—and others—as I 
can get to hold still. 

Mitton E. Gross, 

Associate Professor, Universi- 

ty of Missouri, Columbia, Mo. 


Chance of a Lifetime 

To the Editor: From Wall Street 
Journal— 

FOR SALE OR LEASE 

Willys Overland and Ferguson Tractor 
agency with service station. Ideal location 
on main street corner lot. Wonderful 
fishing and hunting. Considerable oil 
prospecting. 


suits endeavor to uphold “ethical 
standards” in their work, they will 
combat successfully the evils Mr. 
Stinnett outlines. These standards 
of excellence must be attuned to 
the criteria established by profes- 
sional journalism and business as 
well. Good publicity is good jour- 
nalism; good client relations is 
good business tempered by an in- 
grown sense of right, of fitness. 
But the idea of a professionalis- 
ing of public relations presents 
many evils in itself. Most impor- 
tantly, it distorts the function of 
public relations, creating voodoo 
practitioners and quacks. In an- 
other vein, it exaggerates the posi- 


tion public relations has in the nor-| 


mal, healthy life of business. 
I fail to recognize the importance 
ascribed to our accepted custom of 


‘neath the surface, 


naming names. There is no need 
to define a public relations man to 
find out what he is. There is every 
need to enlarge the public relations 
man’s services. If we scratch be- 
we will find 
that improvement can be made all 
along the line. And I believe we 
should exercise our thinking to 
develop means of accomplishing 
the betterment of our work with-| 
out expressing concern for rigid, 
impractical admission standards. 
and for a philosophy of public re- 
lations. 

We are humans seeking to do a. 
job well. We aim to acquaint the 
public with the jobs our clients do. 
Service is the keynote of our 
calling, and the only way to get. 
at good service is to drop pretense 
to professionalism, roll up the 
sleeves, and dig. Any other ap-| 
proach to the problems at hand— 
of which Mr. Stinnett spoke—are 
amateurish. 

Instead of offering a tangible 
solution or of treating the issue ra- 
tionally, humanly, Mr. Stinnett 
dipped into his unhappy grab-bag| 


and came up with a grumbling effort. 


assortment of headline-seeking 
statements that prove, to my way 
of thinking, that talk without ac- | 
tion is destructive and a waste of. 


SHELDON J. KARLAN, 
Melrick Landen _ Associates, 
Public Relations Counsel, New 
York. 


—“10U% CITY 


> 


_~ 
%, NEWSPAPERS 


SIOUX CITY FIRST IN IOWA 
per-household GROCERY SALES * 


High income from manufacturing, food process- 
ing and diversified farming rate Sioux City FIRST 
in lowa in per-household grocery purchases. Sell 
this rich market and the greater Sioux City 49 
county, retail trade area with the dominating 
circulation of the Sioux City newspapers! 


The Sioux City Journal 
JOURNAL. TRIBUNE © 


National Rep.-Jann & Kelley, inc 


Write Toro Willys Company 
Pinedale, Wyoming | 
Either they are dissatisfied with | 
the merger with Kaiser-Fraser, or. 
broke from spending too rivch, 
time fishing or prospecting for i\. | 
Don SMITH, 
Advertising Manager, Wilson 
& Co., Chicago. 


Another Reader Answers 
Stinnett on PR Situation | 

To the Editor: For some time. 
now public relations personnel and | 
those within view of public rela-| 
tions activities have wondered if, 
perhaps there is just a grain of 
truth in what Caskie Stinnett told) 
the Philadelphia Public Relations | 
Assn. not long ago (AA, March 2). | 
On the other hand, maybe Caskie 
went off half-cocked just to prove | 
his point. 

Certainly a measure of skull-| 
duggery must be afoot in public. 
relations. There are chiselers and 
petty souls in every business or. 
profession. Public relations has no 
option on this talent. 

Certainly .there must be some 
measure of definite good in public 
relations. By this I mean that in- 
telligent, honest men and women 
strive to achieve personal goals of 
ethics in doing a job well done for 
a satisfied client. 

I don’t agree with the warped | 
notion that half-baked newspaper | 
men turn to public relations in 
quest of the flying buck. Nor do I | 
feel that the field is overly con- 
taminated with shysters and under- 
handed lobbyists who’d sell their 
mothers up the river for a fat fee. 

In coming to grips with the prob- 
lems of which Mr. Stinnett speaks, 
the average public relations man 
would insist upon the establish- 
ment of a medieval code of honor 
to preserve the ranks. Often I’ve 
heard people in my chosen field 
suggest that examinations be held 
for prospective members. This, it 
is argued, would place public re-| 
lations and law or medicine on) 
equal footing. Well, frankly, I fail 
to see how public relations reaches 
the level attained by those two 
professions. Being an aspect both 
of journalism and business, public 
relations more than likely would 
be relegated to the position of a 
craft within the framework of the 
larger “profession” of journalism. 
This, of course, presumes that pub- 
lic relations is more closely allied 
with journalism than business. And — 
this point can be debated equally | 
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Ad Council Names 
9 Committee Heads 


New Yorx, April 22—Heads of 
nine board committees for 1953-54 
have been announced by the Ad- 
vertising Council. They are: 

Executive committee: Louis N. 
Brockway, executive v.p., Young 
& Rubicam, chairman; Kerwin H. 
Fulton, president of Outdoor Ad- 
vertising Inc., vice-chairman. 

Campaigns review committee: 
Leo Burnett, president, Leo Burnett 
Co., chairman; Philip J. Everest, 
v.p. of sales and promotion, Trans- 
portation Displays, vice-chairman. 

Government relations commit- 


tailings job. Quic pick 


ee 
OF: 

always in line. THE 
ind 4a} S. Dearborn $ 


aecura 


t, Chicago < 
eccful veut 


tee: Stuart Peabody, assistant v.p., 
Borden Co., chairman; Harold E. 
Fellows, president, National Assn. 
of Radio & TV Broadcasters, vice- 
chairman. 

Nominating committee: Fairfax 
M. Cone, president, Foote, Cone & 
Belding, chairman; Albert E. Win- 
ger, board chairman, Crowell-Col- 
lier Publishing Co., vice-chairman. 


s Planning committee: Howard J. 
Morgens, v.p. in charge of adver- 
tising, Procter & Gamble Co., chair- 
man; Thomas D’Arcy Brophy, 
board chairman, Kenyon & Eck- 
hardt, vice-chairman. 

Promotion committee: F. Bourne 
Ruthrauff, v.p., Ruthrauff & Ryan, 
chairman; William Reydel, v.p., 
Cunningham & Walsh, vice-chair- 
man. 

Round table committee: James 
Webb Young, senior consultant, J. 
Walter Thompson Co., chairman; 
Chester J. LaRoche, president, C. 
J. LaRoche & Co., vice-chairman. 

Radio and TV committee: Wil- 
liam R. Baker Jr., chairman, Ben- 


ton & Bowles, chairman; Robert 
M. Gray, advertising and sales pro- 
motion manager, Esso Standard 
Oil Co., vice-chairman. 

Sponsorship committee: Henry 
G. Little, president, 
Ewald Co., chairman; H. M. War- 
ren, v.p. of advertising and sales 
promotion, National Carbon Co., 
vice-chairman. 


Ludgin Names McKenzie 


Roderick McKenzie, formerly a 
v.p. and account executive in the 
New York office of Sherman & 
Marquette, has joined Earle Lud- 
gin & Co., Chicago. 


Baldrica Heads Publicity 

Bob Baldrica, following a two- 
year stint in the army as a public 
information officer, has joined 


WXYZ and WXYZ-TV, Detroit,|¢ 


as publicity director. 


Gibbons Joins ‘Antiques’ 

Arthur Gibbons, formerly a 
space representative for Geyer 
Publications, has been appointed 
advertising manager of Antiques, 
New York. 


“its the 'FOLDINGEST’ i 
COVER PAPER IVE 


“Yessir, when properly scored, Buckeye Cover is practically 
crack-proof and won't fuzz on the folds. That's one reason why 
we always specify it,” says this agency production manager,* 
“and there are others. In our shop, Buckeye Cover is the old 
reliable, and always has been, for strength and durability, for 
looks and for feel, for dependable printability.” 

If you want your catalogue, or booklet, or house organ to be 
read from cover to cover—be sure it as a cover. To make assur- 
ance doubly sure, be sure to give it a BUCKEYE COVER. 
Complete sample book on request. 


THE BECKETT 


PAPER COMPANY 


Name on request. 


MAKERS OF GOOD PAPER 


Campbell- | jewel 
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March Sales of Chain Stores 


~_ March——_——.. .% Gain ————.3 Months % Gain 
1952 or Loss 1953 1952 or Loss 
Food Chai 
Colonial Stores ....$ 21,897,000 $ 19,861,000 +10.3 $ 55,701,000 $ 51,278,000 + 86 
Grand Unies ...... 14,483,459 13,601,954 + 6.5 rmsd 
5 RE SS 18,506,378 484,368 +12.3 54,906,082 49,808,863 +10.2 
Kroger Co. ........ ‘093,871 80,793,103 + 2.0 242,884,416 238,961,451 t 2.0 
National Tea ....... 34,001,697 ‘782.533 +22.4 105,530; 81,255,393 +29.9 
Safeway ........-5 120,260,819 110,900,378 + 8.4 353,178,771 326,168,951 + 8.3 
Group Total ..... F291, 243,224 §$269,423,536 + Bl $ 812,300,832 § 747,472,658 + 8.7 
es < Eo See ee ee ee seek aes 
Sears, Roebuck .... 240,035,697 199,821,879 436,383,089 378,125, +15.4 
Eh iechancecke 12,441,647 11,301,449 +10.1 28,186,072 27,246,791 + 3.5 
’Montgemery Ward 87,514,661 79,273,268 +104 149,685,220 147,152,304 + 1.7 
Group Total ...... $339,992,005 $290,396,595 417.1 $ 614,254,381 § 552,524,133 +112 
Drug Chains 
Peoples ........... 4,571,702 4,496,058 + 1.7 13,187,218 12,946,371 1.9 
Walgreen .......... 14,533,162 14,352,489 + 1.3 43,332,902 42,363,820 t 2.3 
Group Total ..... F 19,104,864 $18,848,547 + 14 $ 56520120 $ 55,310,191 + 22 
Variety & Mise. 
Adam Hat Stores 1,297,176 1,163,648 +115 3,381,535 3,358,696 0.7 
Butler Bros. ........ 0,292,484 ,395,335 +10.0 28,527,734 26,316,741 t 8.4 
Consolidated Retail 
MEE (bbbece%ees 2,765,696 2,646,927 + 4.5 6,937,964 6,964,056 — 0.4 
©Diana Stores Corp 2,804,942 2,366,688 +185 21,590,722 20,394,052 + 59 
Edison Bros. ....... 7,938,582 6,332,958 + 0.7 17,389,4 15,487,563 +123 
Fishman, M. H. .... 858.6 757,467 +13.3 2,173,572 2,010,075 + 81 
rant, W. T........- 20,681,757 18,103,238 +142 51,323, 46,733,433 + 9.8 
Green, H. L. ...... 7,947,248 7,420,246 + 7.1 14,257,209 13,951,160 + 2.2 
Kinney, G. R., Co. 3,658, 2.971.000 +23.1 864,000 7,034,000 +11.8 
Kresge, S. S. ...... 24,655,896 22,652, + 89 972,208 62,855,926 + 5.0 
Kress, S. HW. ....... .798,7 12,715,315 + 0.7 35,118,010 35,899,189 —.22 
Lane Bryant Inc 6.283.466 5,253,183 +196 14,804,963 12,735,622 +16.2 
EY cildcuodyas 962, 10,906, +18.9 20,895,414 18,837,648 $385 
| Rp eeettoepppas 8,151,138 7,611,525 + 7.1 20,943,023 20,904,453 + 0.2 
McLellan Stores ..... ,279, 4,114,268 + 4.0 828, 7,802,949 + 0.3 
Mercantile Stores 
 haskbaes sce 9,917,400 9,038,100 + 9.7 17,650,900 16,522,000 + 68 
eMiller-Wohl Co. .... 3,635,234 3,066,173 +18.6 25,132, 23,737,008 + 5.9 
Murphy, G. C. ...... 13,461, (650,856 + 6.4 36,047,030 34,757,029 + 3.7 
Neisner Bros. ...... 4,964,828 4,314,775 +15.1 12,789,603 11,593,388 410.3 
Newberry, J. J. ...- 12,353,240 11,438,630 + 8.0 32,258,917 31,395,936 + 2.7 
Penney, J. C. aA 80,874,711 69,855,293 +15.7 207,369,651 189,196,384 +4 9.6 
“Shoe Corp. 
ge 4,410,848 3,538,536 +24.7 11,475,165 10,182,578 +412.7 
Sterchi Bros. 
nt 1.124.336 922,304 +21.9 — 
Western Auto ...... 12,558,000 10,511,000 +19.5 36,865,000 29,963,000 +23.0 
White's Auto Stores . 1,510,475 1,500,719 —— 4,497,827 4,084,784 +10.1 
Woolworth, F. W. .. 52,413,848  50.663,022 + 3.4 144,218,148 141,217,260 t 2.1 
Group Total ...... $324,601,112 $291,909,529 +11.2 $ 847,311,994 § 793,934,930 + 6.7 
Combined Total .. .$974,941,205 $870,578,008 412.0 $2,330,387,327 $2,149,241,912 + 84 
“Five Weeks and 13 weeks. *Twe month period. “Eight month period. “Four weeks and 13 weeks. 


House Organ Editors 
Told of the ‘5 Ws’ 
in New Bentley Book 


New York, April 21—Ground 
rules for house organ editors have 
been compiled in “Editing the Com- 
pany Publication” by Garth Bent- 
ley, published April 15 by Harper 
& Brothers. 

The book is a revised and en- 
larged edition of an earlier volume 
by Mr. Bentley published in 1944 
as “How to Edit an Employe Pub- 
lication.” Although some of the 
wartime flavor of using house or- 
gans to boost production through 
patriotic appeal remains, the new 
volume includes material on pro- 
ducing publications aimed at cus- 
tomers and distributors. 


® Apparently written in part for 
the would-be editor who cannot 
tell a byline from a pica rule, the 
book defines the “five Ws” and 
tells how to make a reporter out of 
a shipping clerk. Comparative 
costs, advantages and disadvan- 
tages of magazines, newspapers 
and bulletins are outlined and desk 
men are instructed on what is 
news. 

Getting deeper into his subject, 
Mr. Bentley, a past president of the 
International Council of Industrial 
Editors, sums up production data 
which even an experienced editor 
would find desirable to have at his 
fingertips. 

Cost of the book is $3 a copy. 


TEXTBOOK DESCRIBES 
GOOD AND BAD COPY 
HoMeEwoop, Itu., April 21— 
“While the great majority of mod- 
ern advertising is essentially good, 
there are times when overly ex- 
aggerated statements, or even un- 
truths, appear in advertisements,” 
says C. H. Sandage in the second 
paragraph of a new edition of his 
college textbook. 
From there, the University of 
Illinois professor of advertising 
packs 627 pages of his “Advertis- 
ing: Theory and Practice” with 
plenty of good and bad ads. Many 
of the examples in his fourth edi- 
tion, published this month by Rich- 
ard D. Irwin Inc., have appeared 
in media since the last edition 
came out in 1938. 


® Efforts of the advertising pro-. 
fession and the federal government 


covered in detail, but the ABC’s 
for admen are not neglected. Col- 
lege students can get a basic pic- 
ture of problems facing them if 
they stick with the business from 
major divisions of the book—basic 
values and functions of advertising, 
background for creating ads, prep- 
aration and reproduction, media, 
testing effectiveness and the ad- 
vertising organization. 

Trade price of the book is $8 a 
copy. 


Rominger Gets Account 


International Fidelity Insurance 
Co., Dallas, has appointed Romin- 
ger Advertising Agency, Dallas, to 
handle its advertising. Newspapers 
and trade publications will be used 
for the time being. 


H ubbard-Antisdel Moves 


Hubbard-Antisdel, Milwaukee 
technical art and writing agency, 
which produces technical instruc- 
tion books and parts catalogs, has 
moved to larger quarters at 155 E. 
Silver Spring Dr. 


to weed untruths out of copy are 


Q. E. D. 


(plain geometry) 


PROBLEM: How to find the 
shortest distance to the influential 
high-school youth market, now 
over ten million strong. 


SOLUTION: One good way used 
by national advertisers is to insert 
multi-page, pictorial sections in 
Scholastic Magazines. The color, 
story, action and pictures of these - 
inserts make them particularly ef- 
fective for conveying a sales or 
institutional message to young 
people. These inserts can be pre- 
pared and produced by our own 
editorial and production staff 
under your supervisien. Insertion 
in Scholastic Magazines gives you 
overnight national distribution 
direct to 1,200,000 students and 
teachers. Write for our brochure 
giving details. 


SCHOLASTIC MAGAZINES 


351 Fourth Avenue 
New York 10, N. Y. 
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] ty to Take 
a copy. OF 
: AD AGE home’ 


Says 
HENRY VOLLE, JR. 


— ee om 


Advertising Manager 


A. E. Staley Manufacturing Company 


; “Tl have always considered Advertising Age 
bf § Ag 
| as tops in the advertising trade. Its 


up-to-the-minute information and frankness 


of editorial is outstanding. I have several 
copies come to this office, and I always 


try to take mine home with me for a 


second going over.” 


a els 


hee 


HENRY VOLLE, JR. 


Major Volle is suitably reticent about the 
invasion maps he made for our landings in 
France, but there are plenty who will testify 
to their value. A graduate of the University 
of Illinois, Major Volle took extra work 
on poster design in Vienna and Berlin during 
1937, and, leaving a sales promotion job, 
joined the Army. He was advanced i the 
ranks to become commanding officer of 
the Aerial Photo Intelligence Section of 
Supreme Headquarters—European Theatre. 


He joined A. E. Staley in 1945, and 


became advertising manager in 1948. . 
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Advertising Age, April 27, 1953 


Advertising Pages and Linage in Farm Publications 


Official Figures for March and Year-to-Date as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, in and Livestock, in 
7——Total Advertising, In Pages——. ——-——-Total Advertising, In Lines--—. Liges -——Total Advertising, In Pages—— Total Advertising, In Lines ——— Lines 
March March Jan.-March Jan.-March March March Jan.-March Jan.-March March = March March March Jan.-March Jan.-March March March Jan.-March Jan.-March March March 
1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 
Farm Magazines Montana Farmer- 
tCapper’s Farmer ..... 69.0 621 181.2 168.5 29,602 42,205 86,715 114,608 28,220 40,334 asnne on we Be = aay 4 on po yn ies aan aan 
tCountry Gentleman ... 117.6 1111 294.9 269.6 50,458 75,559 139,234 = 183,347 48,639 + 72,820 New England Homestead 49.7 47.5 136.5 131.9 34,757 33,230 95,559 92,350 25,315 24261 
SE . ‘ 8 290.5 50,141 49,655 123,880 124.609 47,934 46.959 . Fa : ; z t ; ; ; . 
pty ne pass OE. ene 959 Ohio Farmer ......... 89.2 77.1 227.2 191.5 68,485 59,209 174,521 147,099 62,013 53,382 

stone th Eaton SOA 4 32 104 a2emy 267m seas T1790 ess 4s Smif ORS cle ised imo S057 ost Moose ones Skin 4 

#Lower South Edition 53.4 42.7 1417 112.6 22,912 29,062 60,772 76,585 20,964 26,866 prairie Farmer: Ee oe ; : ; ‘ , i . 

#Southwest Edition . 67.1 54.9 1787 144.4 28,806 37,327 76,667 98,233 25,395 32,890 Illinois Edition ... 114.6 104.9 284.3 265.8 83,412 76,399 206,990 193,498 73,901 67,321 
———— ENTS HENS BEARS | Pindiomn Eaition ... 111.6 1043 2822 2643 SZ E87 «(BORER «(RAIA TLTIT «6650 

#Carolina-Va. Edition 130.4 117.4 318.9 277.2 88,687 79,831 216,846 188,481 85,409 76,292 out (A gel a2 wr ts ms S7038 $s042 son 7s "96058 S660 20790 

pogrom _ 142.8 119.3 3325 258.8 97,073 $1,116 226,063 194,373 93,495 77,345 Utah Farmer ......... 65.0 525 1715 144.1 49,150 39,720 129,688 108,930 45,138 35,976 

.-Tenn.- Wallaces’ Farmer ..... 129.1 1129 317.7 284.2 101,238 88,552 249,082 222,830 91,097 77,455 

. — pet rrr 131.2 113.8 306.7 2710 89,231 77,383 208,578 184,293 86,234 74,148 Washington Farmer 58.3 51.1 152.4 133.0 44,050 38,625 115,230 100,582 40,366 ey 

»-La.- ” “euaeey y . ; , l 543 32,681 
Edition ......... 127.9 118.0 3025 276.4 86,951 80,253 205,674 187,939 83,278 76,088 | Swyrmen Eatin as os ws ane whe ue wee ines ie 

—— bp hil my ae et ors py ye} aes eg Poy 44 Wisconsin Agriculturist . 94.2 821 231.7 205.6 73,961 64,379 181,686 161,210 70,738 _ 61,203 
ounte ” . { . : : f ‘ , 148 Total Group ....... 1,694.3 1,563.6 4,431.2 4,053.81,291,836 1,191,884 3,380,841 3,091,6701,119,650 1,016,369 

ated Farming .... 118.2 2194 277-6 294.2 53,208 53,780 124,998 152,343 51,998 52,145 #Not included in totals. §This edition also carries all linaye appearing in Western Farm Life 

Total Group ...... $il.? 5733 15103 1,425.2 298316 333,313 755,051 "828,636 292,898 317.509 é 2 
Changed from 680-line page to 429-line paye in February 1953. {Changed from 680-line page to 429-line page in — 

January 1953. #Not included in totals. : 
Farm Linage Trend Figures in Thousands 
Monthlies 
*Agricultural Leaders’ : ae a ee ee figpee Be gee: RATS ragga 

SE oo 3 emake 245 244 62.7 74.5 4,802 4,774 - 12,287 14595 4,802 4,774 MAGAZINES 
American Fruit Grower 42.9 37.8 1164 108.7 18,522 16,324 50,283 46,949 18,305 16,138 
tAmerican Poultry Journal: MARI 569 eo 

#Eastern Edition ... 47.4 50.1 155.7 156.5 20,317 21,504 66,775 67,154 14,162 13,653 % 

#Midwest Edition ... 40.2 39.0 1229 122.4 17,257 16,743 52,720 52,523 12,877 11,971 2 

#Pacific Edition 35.3 33.1 1038 106.3 15,137 14,207 44,549 45,607 11,962 10.544 FEB.) S32 _ 

Average 3 Editions .. 41.0 40.7 127.55 128.4 17,570 17,485 54,681 55,095 13,000 12,056 1952 - 
Arkansas Farmer ...... 25.7 221 623 48.9 19,414 16,733 47,081 36,966 17,506 15,640 1952 Xi 4 
Better Farming Methods 41.6 381 115.4 120.0 17,841 16,338 49,524 51,477 17,412 15,736 MAR. ; e 
Breeder's Gazette 22.6 28.7 60.2 72.4 10,173 12,932 27,108 32,558 8,734 9,129 | hha 333 ey 
*Broiler Growing ...... 42.2 44.7 125.2 137.9 18,087 19,173 53,712 59,135 11,832 13,199 | 
*California Citrograph 245 219 69.4 79.4 16,464 14,718 46,634 53,386 16,264 14,548 : 7 
*California Farm Bureau SEMI-MONTHLIES BI-WEEKLIES = 

ON: sv cccixens 13.7 114 39.2 33.8 10,346 8610 29,624 25,529 9,576 8,008 | 1953 1953 
*Carolina Co-operator .. 8.7 113 26.4 (35.3 3,654 4,750 11,074 14,830 3,654 4,750 | 
*Cattleman, The ..... 129.7 1284 4029 397.3 54480 53,935 169235 166.872 28.962 26372 | | MARI 4292 j mar | 7 3/ 
“Electricity on the Farm 14.0 11.3 335 40.5 4,998 4,047 11,964 14460 4,998 4,047 | : 
$Farmer-Stockman 64.9 53.5 160.2 123.1 27,853 40,674 68,745 93,586 22,801 34,266 FEB.| /, 467 } res{ | Ha Pe 
*Florida Cattleman . 81.8 65.5 267.8 199.4 34,349 27,491 112,449 83,718 17,427 16,436 | 
*Florida Grower ...... 27.2 26.0 76.7 78.3 18,467 17,679 52,175 53,241 18,042 17,115 1952 1952 
Kentucky Farmer ...... 35.1 338 958 85.4 27,516 26,511 75,083 66,940 24,984 22,831 ’ 

Michigan Farm News... 22 24 98 69 5070 5470 22598 16104 4946 5,300 | | MARAGZAEe mar. 9/42 MAR. EEX) 
#\|||*Mississippi Farmer. 9.3 —— 25.4 — 7,041 — 19,200 — 6,901 oe 

§*Missouri Farmer 139 10.3: 256 182 9,565 7,822 17,628 $413,791 8884 7,184 

National Live Stock : 

Producer .......... oe ae 8 36.7 30.7 9,656 8896 26,719 22,340 8,853 8,548 | Bi-Weeklies 
shatlen’s Aerieciture .. 103 100 281 25.4 4651 4488 12,663 11,426 4,651 4,488 Arizona Farmer ...... 87.9 1085 261.2 245.4 66,484 82,051 197,436 185,513 64,580 77,833 

ew Jersey Farm alifornia Farmer: 

GN. wicncariias: 63.5 55.7 1642 160.6 28,583 25,044 73,923 72,218 24,750 20,725 #Northern Edition .. 72.5 65.5 182.4 168.6 54,776 49,488 137,864 127,460 52,070 46,259 
*Ohio Farm Bureau News 11.0 10.9 32.9 27.6 4,977 4,913 14,874 12,438 4,527 4,478 #Southern Edition .. 67.7 661 173.6 171.0 51,204 49,996 131,225 129,240 48,498 46,767 
oui setae ' 39.8 43.3 121.5 133.0 17,054 18,575 52,136 57,063 11,901 11,880 Average 2 Editions .. 70.1 65.8 178.0 169.8 52,990 49,742 134,545 128,350 50,284 46,513 
oultry Tribune: t*Dairymen's League 

#Eastern Edition ... 58.2 63.7 167.2 186.7 24,951 27,335 71,745 80,080 18,121 18,279 DSi cebdés secs 15.9 136 418 37.6 11,580 9,910 30,427 27,384 9,755 8,934 

#Central Edition .... 51.1 56.8 143.7 160.7 21,936 24,346 61,644 68,955 16,981 18,001 =e so (aA CGEDG ase ay EI 

ee... Os at me te oe ee 6 Oo ee MO) ei oak nal eee 

Average 3 Editions .. 50.3 55.6 143.4 159.7 21,561 23,832 61,518 68,510 16,460 117,211 . ’ , 

*Southern Farm & Home 9.2 125 30.7 33.3 9,214 12,510 30,686 33,346 7,496 10,104 ; , : so 
cen tiie ...... 468 456 1259 1115 32,769 31907 88132 78,066 31.318 30,379 All figures in the following groups were compiled by Advertising Age 
*Turkey World ....... 55.3 66.0 197.3 208.0 23,741 28,326 = 84,673 © 89,225 13,351 17,432 | wroegy; 

*Western Dairy Journal. 42.4 42.6 114.7 108.7 17,794 17,910 48,182 45,697 11,487 9,646 eekiies 

*Western Livestock Weekly Star Farmer: 

BE cas cntcaes cs 119.7. 97.1 380.6 337.1 50,288 40,796 159,894 141,575 18,007 15,176 Kansas Edition .... 28.2 321 69.9 75.9 69,478 79,070 172,045 186,817 48,152 53,265 
*Wyoming Stockman- Missowi Edition .... 29.3 30.7. 72.1 73.8 72,072 75,662 177,702 181,907 50,270 51,273 

| a RS SR 27.9 22.9 58.3 46.9 24,962 20,552 52,192 42,042 20,750 -17,416 Okla.-Ark. Edition ... 27.1 28.3 66.4 68.3 66,824 69,681 163,673 168,224 47,532 46,680 

Total Group ....... 1,145.7 1,086.7 3,311.3 3,170.9 564,421 553,215 1,617,477 1,573,178 421,680 415,102 Daili 
tEastern, Midwest and Pacific editions were designated as Eastern, Central and Western, respectively, prior to October 1952. mag o 
#Not included in totals. {Changed from 760-line page to 429-line page in January 1953. |/|Started publication in iy Drovers 
January 1953. §Changed ee mats th Mlle one fo day m4 il EE tenssnyes 4 5.4 33.2 110.2 104.0 96,553 70,551 234,338 221,278 59,436 25,961 

Kansas City Daily Drovers 
Newspaper Monthly Farm iat , Telegram .......... 4 42.2 138.9 136.5 100,781 89,800 295,564 290,406 44,306 42,499 

Sec! maha Daily Journal 
*Iowa Farm & Home . 29.9 35.2 78.6 31,595 ~ 37,092 70,252 82,898 30,671 35,860 Stockman ......... 39.55 398 1308 130.6 83,958 84,617 278,416 277,794 45,267 47,587 
*Rural Gravure ....... 8.5 9.5 20 22.0 8,529 9,504 22,022 21,929 8,529 9,504 | St. Louis Daily Livestock 
t*Texas Ranch & Farm . 15.9 = 53.4 80.8 16,674 26,572 56,084 86,002 14,588 22,904 | Reporter ........... 29.0 221 856 77.4 61,630 47,040 182,136 164,723 30,950 23,170 
; Totes Group gett ass . BT Pt 181.4 56,798 73,168 148,358 190,829 “53,788 68,268 Total Group ....... i613 1373 4655 448.5 342,922 292,008 ~ 990,454 ~ 954,201 179,959 139,217 
ger page size ines) in Mare } 

Canadian 
Semi-Monthlies Country Guide ....... 61.6 50.7 143.6 125.9 44,378 36,508 103,449 90,657 44,378 36,508 
American Agriculturist . 36.5 39.1 105.8 105.0 26,560 28,485 77,057 76,470 23,515 25,421 | Family Herald & Weekly Star: 
*California Grange News 12.5 9.2 37.7 25.2 13,599 10,017 41,399 27,598 7,602 9,639 #Eastern Edition .. 111.6 101.8 301.6 270.8 111,580 101,839 301,617 270,869 81,076 73,227 
Colorado Rancher & | Western Edition 96.5 86.5 2544 230.3 96,493 86,453 254,316 230,194 75,546 67,232 

POM secesecess: 545 47.2 123.0 107.9 41,180 35,655 92,965 81,570 35,914 29,353 Average 2 Editions .. 104.1 94.2 278.0 250.6 104,037 94,146 277,967 250,532 78,311 70,230 
*Cooperative Digest 110 868.6 30.4 23.5 4,620 3,604 12,734 9,834 4,271 3,604 Farmer's Advocate & 

Dakota Farmer ....... 82.2 79.4 199.5 189.7 64,432 62,267 156,376 148,753 61,131 57,431 | Canadian Countryman 68.1 50.0 165.5 130.7 47,635 34,983 115,793 91,516 40,584 26,032 
Farmer, The ......... 107.4 99.6 271.8 249.5 84,206 78,050 213,067 195,612 75,222 68,816 Farmer's Magazine ... 43.0 34.2 1089 921 18,468 14,659 46,734 55,164 18,327 23,415 
Hoard’s Dairyman 57.9 54.2 152.1 144.9 42,130 39,482 110,693 105,490 34,497 30,852 Free Press Prairie 

Idaho Farmer ........ 62.4 51.4 163.1 133.5 47,162 38,880 123,279 100.943 43,534 35,328 ae 118.0 107.5 310.7 299.4 127,483 118,270 335,662 329,376 82,410 69,334 
*Indiana Farmer's Guide 37.8 37.3 96.0 91.4 29,605 29,277 75,235 71,726 21,582 22,142 | Western Producer 67.2 56.6 1812 160.5 71,907 60,554 193,924 171,674 43,881 38,816 
Kansas Farmer ........ 60.2 61.2 155.0 146.4 45,734 46,508 117,818 111,253 39,944 42,159 | Total Group ....... 462.0 393.2 1,187.9 1,059.2 413,908 359,120 1,073,529 988,919 307,891 264,335 
Michigan Farmer ...... 70.3 665 181.9 167.3 53,999 51,106 139,674 128,504 47,681 44,321 | #Not included in totals. fChanged from 700-line page to 429-line page in April 1952. {Larger page size (1,100 lines) in 
Missouri Ruralist ..... 69.9 71.6 175.7 150.6 53,140 54,382 133,504 114,491 45,592 45,097 March 1952. 


‘AA’ Gives Robin Hood Away 


In its April 6 issue, AA said that 
Northrup, King & Co., Minneapolis, 
was conducting a seed packet tie- 
in with Archer-Daniels-Midland 
Co. on Robin Hood flour. This was 
incorrect. International Milling 
Co., Minneapolis, not Archer- 
Daniel-Midland, makes _ Robin) 
Hood flour. 


‘Cars’ to Take Ads in Sept. 


Cars, a new Fawcett publica- 
tion, will take advertising effec- 
tive with the September issue. The 
page rate will be $1,225, while the 
circulation guarantee will be 350,- 
000. Launched in January, as a 
a? Cars is now a month- 
y. 


Carr, Johnson Join Geyer 


Mrs. Adams Directs Bank Ads | 


Mrs. Maida Adams, for the last 
two and a half years assistant ad- 
vertising director of the Gazette, 
Gastonia, N.C., has joined the 
staff of the Citizens National Bank, 
Gastonia, as director of advertising 
and public relations. 


Virginia Carr, formerly assistant 
editor in the household department 
of Ladies’ Home Journal, and Eve- 
lyn C. Johnson, formerly with the 
copy-contact department of Fuller 
& Smith & Ross, have joined Geyer 
Advertising, New York, as copy- 


| writers. 


TV Handbook Announced 


A new television book—“The 
TV Advertising and Production 
Handbook”—will be published in 
June by Thomas Y. Crowell Co., 
New York. The handbook, edited 
by Irving Settel and Norman R. 
Glenn, will cover aspects of TV 
advertising and is tentatively 
priced at $6 a copy. 


Rack Group Changes Name 


American Rack Merchandisers 
Inc., Chicago, has changed its 
name to American Rack Merchan- 
disers Institute. The group is an 
association of service distributors 
that merchandise housewares to 


‘supermarkets. 


Honolulu Agency to 4 A's 


Holst & Cummings & Meyers, | 


Honolulu, has been elected to 
membership in the American Assn. 
of Advertising Agencies. The 
agency, the first member with 
headquarters outside the continen- 
tal U. S., has a branch office in 
San Francisco. 


Garlock Boosts McGonigal 


| 
| 


advertising manager for Garlock 
Packing Co., Palmyra, N. Y., maker 
of mechanical packaging and oil 
seals, has been promoted to adver- 
tising manager. He succeeds Ralph 
J. Hinkle, who will continue as 
a v.p. 


jand Ken Harrington, 
Electric Co., secretary-treasurer. 


‘Twin City Outdoor Elects 


Harry F. Hokemeir, v.p. of sales 
for Naegele Advertising Co., Min- 
neapolis, has been elected presi- 
dent of the Twin City Outdoor & 
Electric Advertising Assn. Other 
officers elected are Clayton Maas, 
Northwest Sign Erectors Co., v.p., 
Terminal 


Richard C. McGonigal, assistant Brandenburg Boosted in Sales 


John Brandenburg has been 
named central sales manager of the 
American Manganese Steel divi- 
sion of American Brake Shoe Co., 
Chicago. He has been with the 
company since 1930 and was re- 


‘cently in the export division. 
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Coming 
Conventions 


~ 


“Indicates first listing in this column. 

April 28-May 1. National Assn. of Radio 
and Television Broadcasters, 3lst annual 
convention, Biltmore Hotel, Los Angeles. 

April 30-May 3. American Women in 
Radio and Television, Biltmore Hotel, At- 
lanta. 

May 1-3. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 1-3. Advertising Federation of 
America, Fourth District convention, Flor- 
idan Hotel, Tampa, Fla. 

May 3-6. National Newspaper Promotion 
Assn., annual convention, Fort Shelby 
Hotel, Detroit. 

May 5-8. Assn. of Canadian Advertisers, 
-Royal York Hotel, Toronto. 

May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
tion, Hotel Plaza, New York. 

May 7-8. Public Utilities Advertising 
Assn., annual convention, Hotel Chase, 
St. Louis. 

May 13-15. National Assn. of Transpor- 
tation Advertising, annual convention, 
Santa Barbara Biltmore, Santa Barbara, 
Cal. 

May 18-19. Magazine Publishers Assn., 
34th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 21-23. Southern California Adver- 
tising Agencies Assn., 3rd annual confer- 
ence, Del Coronado Hotel, San Diego. 

May 25-26. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

June 8-10. Assn. of Newspaper Classi- 
fied Advertising Managers, 33rd annual 
convention, Hotel Chase, St. Louis. 

June 10-12. American Marketing Assn., 
summer meeting, Montreal, Can. 

June 10-14. National Business Publica- 
tions, annual meeting, The Broadmoor, 
Colorado Springs, Colo. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

June 22-25. National Industrial Ad- 
vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

*June 26-28. Northwest Daily Press 
Assn., summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 27-July 1. National Assn. of Dis- 
play Industries, “Christmas Convention,” 
Conrad Hilton Hotel, Chicago. 

July 6-11. First Advertising Agency 
Group, national convention, Benjamin 
Franklin Hotel, Seattle. 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-18. Outdoer Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail Advertising Service 
Assn. International, annual convention, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 

Oct. 4-8. Advertising Specialty National | 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 5-6. Inland Daily Press Assn., an- 


/pointed Chicago area sales repre- 


nual meeting, Hotel LaSalle, Chicago. | 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

*Oct. 11-14. American Photoengravers | 
Assn. and Equipment Exhibition, 56th an- | 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations | 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 19-20. Agricultural Publishers Assn., | 
annual meeting, Chicago Athletic Club. | 

Oct. 19-20. Boston Conference on Dis- | 
tribution, 25th anniversary meeting, sotel | 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Goatees | 
of Women’s Advertising Clubs of the Ad- | 
vertising Federation of America, Edge- | 
water Beach Hotel, Chicago. | 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 


Monsanto Moves Sales Office 


The midwestern sales office of 
Monsanto Chemical Co.’s Texas 
division, formerly at Akron, has 
been moved to the company’s sales 
offices in the Union Commerce 
Bldg., Cleveland. 


Fawcett Promotes Whitham 


J. Stewart Whitham, who has 
been with Fawcett Publications for 
the past ten years, has been named | 
advertising manager of Cars, new 
Fawcett automotive magazine. Ad- 
vertising in Cars will be accepted 
with the September issue. 


Johnson Printing Names Quinn 


Robert G. Quinn, formerly with 
Lincoln Printing Co. and the Cu- 
neo Press, Chicago, has been ap- | 


sentative for Johnson Printing Inc., 
Eau Claire, Wis. 


Time Oil Names Leete Co. 

Pime Oil Co., Richmond, Cal., 
has appointed H. M. Leete & Co., 
Los Angeles agency, to direct ad- 
vertising for Conoco Super motor 
oil. Radio will be used. 


Cascade Paper to Gardner 
Cascade Paper Co., North Ad- 
ams, Mass., has appointed Fred 
Gardner Co., New York, to direct 
its advertising. Tentative plans in- 
clude magazines and direct mail. 


Robertson Potter Moves 


Robertson Potter Co., Chicago | 
agency, has moved to new quarters | 
at 35 Wacker Drive., Chicago 1. | 


WGLS, Decatur, Ga., Bows 


WGLS, Decatur, Ga., has begun | 
broadcasting from its new $75,000 | 
studios at 526 Church St. 


|MEMBER OF 
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ELECTRO-MATIC Engraving Company, Inc. © 10 West Kinzie Street * DElaware 7-1277 
To 
ADVERTISING 
AGENCIES 


You'll give this handy gadget a choice spot in your top 
drawer—use it every day! Gives you not only the full gray 
scale, but also the corresponding tone values in standard 
red, yellow and blue. Write us today and get yours. 
P.$. We're pretty sure we can top the photo-engraving 
results you're now getting — especially on color process 
work. The sooner you let us prove it the better you'll like it. 


in 


Seattle leads the nation as the richest retail market in cities of over 
half a million population. In Metropolitan Seattle (latest A. B.C. City 
Zone Population: 675,699), the average income per family last year 
was $6,234, Sales Management Magazine reports. 

AND THE SEATTLE TIMES LEADS THE PARADE IN SEATTLE 
Wise advertisers use The Seattle Times frequently because they know 
SEATTLE'S ACCEPTED NEWSPAPER sells their products in this big, 
important market at one cost. 
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Represented by O'MARA & ORMSBEE, INC. + Ne 
Detroit + Chicago * Los Angeles + San Fra Me $ 
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Mishawaka Starts Contest 


Mishawaka Rubber & Woolen 
Mfg. Co., Mishawaka, Ind., will 
use magazines, newspaper comic 
supplements, comic books and spot 
television, promoting a $15,000 
prize contest for youngsters on be- 
half of its sport shoes. The promo- 
tion, which will run through June 
30, is being handled by Fletcher 


Rayon Group 


Gets All Set 


Advertising Age, April 27, 1953 


be used for business paper and; One of the main objectives of and legislation. 
consumer advertising and other the Rayon Information Center, Funds for this group amount to 
printed materials. | will be to get its share of the pre- “a little over $1,000,000 yearly,” 
|dicted expansion in the textile contributed in varying amounts 
® The objectives of the Rayon In- industry. But its formation seems per bale of cotton by growers, 
formation Center: (1) to provide to point to the ever-growing con- ginners, spinners, cottonseed oil 
service and information to con- cern in the textile business over crushers, cotton brokers and 
sumers on how to get maximum the new so-called “miracle” fibers. shippers, and warehousemen. 


utility out of rayon garments and Rayon, of course, is also a man-| 


fo Advertise 


D. Richards Inc., Chicago. fabrics; (2) to develop merchan- | made fiber, the first commertially = The council won’t say how 


OO eel me 


Part of Its Concern dising opportunities for retailers, successful one, and is used in the much of the $1,000,000 fund goes 

Olympic Buys Electrona and (3) to work with mills, con- production of many of the new into advertising. All advertising | 
Olympic Radio & Television Inc. Is Rapid Growth of nme ig dyers — cerenay fag but in oe ee 3 yc years it at present is to the trades through 
Lo Island Ci : ai, h r- a % cut ers, designers an otners to as een oversnaqaow consumer- three agencies, Douglas D. Simon 
cntued ‘Mates Rotts ievision, the ‘Miracle’ Fibers encourage new styles, construc-|wise by such names as Nylon, Or- Advertising, New York; Hubbell 


N. J. The latter will continue oper- 
ations at Irvington under direction 
of Dr. Carl Bosch, who becomes 
v.p. and director of research. 


New York, April 21—The Rayon 
Information Center, newest entry 
in the textile promotion field 
whose formation was announced 


tions and fabric developments. lon, Dacron, Milium and others. Cleveland, 
The founding members of the ‘and Herbert Rogers Co., Dallas. 

center are E. I. duPont de Nemours | The addition of the rayon center; For the wool industry, the Wool 

& Co., American Bemberg & North gives a promotion and merchandis- Bureau Inc. serves as the promo- 


American Rayon Corp., American ing voice to the rayon, cotton, woo] tion, education, research and mer- 


Advertising Agency, 


: last week, has appointed McCann-|Enka Corp., American Viscose and silk industries, all of whom chandising arm. It was established 
sness Cards fam Erickson to handle its advertising. |Corp. and Industrial Rayon Corp. compete—some with skill and in 1949 by a merger of the Amer- ' 
: aa ae: Formed by five leading yarn Additional members are expected others poorly—for the consumer jican Wool Council and the Inter- FL 
VIM EE SSeS Me producers to do the kind of job'to join. and industrial dollar. ‘national Wool Secretariat. Origi- j th 
Create a strong first impression with for rayon that the National Cotton | The National Cotton Council of nally established to promote ap- : on 
’ expertly-designed, special quality bus- Council and the Wool Bureau do s Aside from its own advertising| America, organized in 1939, does|parel woolens, it has since ex- pc 
eae? cards — ao crisp lettering. ior their members, the Rayon In- program, the center hopes to sti- an outstanding job to increase the | panded. Income comes from U. S$. fli 
pons - plhocrae Mi pers. shipment— formation Center has an initial mulate the entire industry to make consumption of cotton and cotton-|and British dominion wool growers, 
Send for ron LLinc.| >udset of $750,000. A substantial better use of individual company seed products, through a program|wool packers and textile manu- _ 
ee Goth eras Lofayette St., NYC12 | Part of this—probably half—will advertising funds. ‘of research, promotion, education | facturers. | 
= Here, the annual budget is re- Pp 
ported to approach $1,000,000, 
about $100,000 of which is spent T 
for business paper advertising, 
through Grey Advertising. The bu- 
reau is currently “studying the Ri 
changing picture in the fiber and N 
textile world” with a view to pos- ‘ vi 
sible consumer advertising, Presi- w 
dent F. Eugene Ackerman reports. Ww 
This is another way of saying dc 
that the wool industry is consider- . th 
ing ad action on the consumer level \ pe 
to counteract the invasion of the fo 
“miracles.” P 
Ever since nylon became a * er 
household word, silk sales have $7 
been on the decline and there H qT 
doesn’t seem to be any industry of 
association with the funds to pro- th 
mote like the wool and cotton men. Sa 
One of the reasons could be be- ve 
cause there are so many splinter ac 
groups in the silk promotion busi- i gc 
ness that what funds there are are ; fa 
dissipated. Promotion groups in- H 
clude the Silk & Rayon Print Insti- ( . 
tute, Silk & Rayon Manufacturers a vc 
Assn., Silk Printers & Dyers Assn., } pr 
International Silk Assn. and the cli 
American Silk Council. | fo 
i q re 
j N D 5 e A Pp @] L | S Chargeplan to Rowe & Wyman gO 
et The First National Bank & Trust re , 
( Co., Hamilton, O., has appointed - 
Rowe & Wyman, Cincinnati, to 
handle the advertising for its Ec 
Chargeplan, serving Hamilton re- 
tail stores. Newspapers, radio and } by 
bus cards will be used to pro- j Ur 
mote the one-monthly-bill plan } lo 
for purchases made at participat- av 
ing stores. | “a 
af 
3 Daily Starts in Oregon sp 
The News-Register, McMinn- —_ 
ville, Ore., has started publication ¥ 
< . ’ as a daily. Jack B. and Phil N. NI 
Send for Your Consumer Analysis Today! Bladine are publishers. "They have | fy 
consolidated the two weekly papers int 
a |i 
You'll find the 8th Annual Consumer Analysis for foods, soaps and cleansers, toiletries and cosmetics, mott, formerly of the Dallas Chron- ee. 
z ri F 4 $ ; icle, is business manager; Hank i 
the Indianapolis Metropolitan Area a gold mine of beverages, automotive, appliances, market data and Bussey is advertising manager. Be 
- ‘ a : West-Holliday Co. is the national | 
information for effective sales and advertising plan- —_— general. Whatever tools you need for working that representative. mi 
° P : ° ° P ‘ ‘ , 4 me 
ning in this great market. Compiled and published by _ rich Indianapolis ore are available from The Star and Lightolier Inc. Campaigns {ha 
° . ‘ ° ° . P A > ; Ke 
The Indianapolis Star and The Indianapolis News, it The News . . . including saturation coverage for your Lightolier Inc., New York, will |. = 
; at ? start a promotion for Young Mod- pa 
contains the latest record of consumer preferences advertising. Write for full details and your copy of + adh mete ol g ng f+ a ch 
ou. ‘ : 
and buying habits for approximately 250 product the new 1953 Consumer Analysis. ee — ~~ oe you th 
‘ ‘ a : : uild.” Dealer helps will be pro- , 
classifications, conveniently arranged in sections on vided. Alfred Auerbach Associates, a 
New York, is the agency. bo 
KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES Moffats Buys Radio Series M. 
“Storytime,” a 15-minute radio ( 
series, is being sponsored by Mof- sis 
fats Ltd., Weston, Ont., maker of sal 
ranges and home appliances. E. W. Co 
by, Reynolds Ltd., Toronto, is the | to 
et THE INDIANAPOLIS STAR 7 agency. | ke 
; ? SS. i Mi 
YOUR FIRST TEAM FOR SALES IN INDIANA Sooy Joins Russel Seeds | bs 
Robert H. Sooy, formerly a copy- . 
‘ writer with Buchen Co., Chicago, in 
THE IN DIANAP OLIS NEWS has been appointed to the creative po 
= DP 4 staff of Russel M. Seeds Co., Chi- ves 
cago. wil 
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FLIGHT TESTED—This b&w ad slated for 

the May Gentry will launch British Over- 

seas Airways’ ‘‘man about the world” cam- 

paign, offering advice on what to take on 

flights to various points. Foote, Cone & 
Belding is the agency. 


NARTB’‘s Doherty 
Predicts $1 Billion 
TV Advertising Bill 


Worcester, Mass., April 21— 
Richard P. Doherty, v.p. of the 
National Assn. cf Radio & Tele- 
vision Broadcasters, predicted last 
week that television advertising 
will eventually total about a billion 
dollars annually. He estimates that 
this would be sufficient to sup- 


port at least 600 TV stations and 


four TV networks. 

He said radio’s advertising rev- 
enue would probably be about 
$700,000,000. The $1.7 billion radio- 
TV total would be “at least 25% 
of the total advertising budget of | 
the nation,” Mr. Doherty said. He 
said the increase in advertising | 
volume and more effective use of | 
advertising will be needed to move | 
goods into consumer hands in the | 
face of a buyer’s market. 


s Noting the need for greater sales | 
volumes in the face of lower unit 
profit margins, Mr. Doherty de-| 
clared, “Advertising is the prime 
force which will accomplish this 
result...Radio and television are. 
going to be the most effective | 
means of overcoming today’s and 
tomorrow’s consumer resistance.” | 


Educators Award TV Shows 

The 23rd Institute for Education 
by Radio-Television, Ohio State 
University, has awarded the fol- 
lowing television shows first 
awards in their respective classes: 
“Meet the Press,” NBC, for public 
affairs; “Standard Hour—TV,” 
sponsored by Standard Oil Co. of 
California over six Pacific region 
stations, for cultural shows; “The 
National Farm and Home Hour,” 
NBC, and “It’s a Problem,” NBC, 
for programs directed to special 
interest groups, and “Watch Mr. 
Wizard,” NBC, for programs for 
children and youth. 


Ball Bros. Buys Kent Plastics 


Ball Bros. Co., Muncie, Ind., 
manufacturer of glass containers, 
metal, rubber and paper products, 
has acquired a majority interest in 
Kent Plastics Corp., Evansville, 
Ind. Presidents of the two com- 
panies said there would be no 
change either in present manage- 
ment personnel or in policies of 
the Kent management. Five mem- | 
bers of the Ball Bros. board have | 
been elected members of the Kent 
board. 


Miller Brewing Promotes 3 


Charles D. Hesser, executive as- 
sistant to R. R. Fowler, general 
sales manager for Miller Brewing 
Co., Milwaukee, has been promoted 
to sales manager of the Great 
Lakes district with headquarters in 
Milwaukee. Howard Aiken has 
been promoted to sales supervisor 
of the Capital district, with offices 
in Arlington, Va. William E. Stev-. 
ens has been named to sales super- | 
visor of the northwestern district 
with offices in Seattle. 


‘Sheaffer Buys Gleason Slice 


| Sheaffer Pen Co., Ft. Madison, 
\Ia., has signed to co-sponsor the 
“Jackie Gleason Show” over the 


CBS-TV network for a 26-week | 


period beginning June 20 to boost 
its Snorkel fountain pen. In ad- 
dition, it will co-sponsor the May 9 
Gleason show and will buy local 


TV coverage in U. S. markets not! 


reached by the CBS show. This will 
_be supplemented by local 1,000- 
‘line b&w newspaper ads. Russel 
|M. Seeds Co., Chicago, is the agen- 


icy. 
| 


Helene Curtis in Sales Lure 


| Helene Curtis Industries Inc., 
|Chicago maker of liquid shampoo 
_and hair preparations, in June will 
repeat its 1952 offer on Helene 
‘Curtis shampoo and Suave. Con- 
sumers will be given choice of 30¢ 
milky shampoo or shampoo plus 


‘egg with the purchase of either a 
50¢ or $1 bottle of Suave at its 
regular price. Extra ads have been 
scheduled on the new combination 
to appear in June, July and Au- 
gust. Gordon Best Co., Chicago, is 
handling the promotion. 


Starts TV Productions 

Rapid Grip and Batten Ltd., Tor- 
onto art, photoengraving and pho- 
tography service, has opened a new 
‘division for motion picture and tel- 
evision production. Frank O’Byrne 
is manager and George A. Batten 
‘is sales manager. 


‘Boosts Gas in Canada 

| British American Oil Co., Tor- 
onto, has launched a campaign 
with newspapers, magazines, 24- 
sheet posters, radio and television, 
for its 88 and 98 gasoline. James 
Lovick & Co., Toronto, is the 
agency. 


4 A’s, ANPA Issue Roto Report 


The joint committee on newspa- 
per printing of the American 
Newspaper Publishers Assn. and 
the American Assn. of Advertis- 
ing Agencies has released a re- 
port entitled “Preparation of Art 
‘Work for Color Rotogravure.” 
Copies are available upon applica- 
tion to the Four A’s at 420 Lexing- 
ton Ave., or the ANPA, 370 Lex- 
,ington Ave., New York. 


‘Heads Wine Advisory Board 


Edmund A. Mirassou, co-owner 
of the Mirassou Vineyards, San 
Jose, Cal., has been elected chair- 
man of the Wine Advisory Board, 
which administers industry adver- 
tising and promotion of California 
wines. He succeeds S. W. Harkle- 
road, general manager of the Del 
Rey Cooperative Winery Assn., 
Fresno, who has resigned. 


Doubleday Promotes Two 
Charles R. Marshall has been 
promoted to merchandising direc- 
tor of Doubleday & Co., New York 
book publisher. John J. Gregg has 
been advanced to sales manager of 
'Garden City Books, a_ subsidiary 
publishing division of Doubleday. 
He has been representing the di- 
vision in California and Nevada. 


Dole Names Mueller A. M. 


William C. Mueller, formerly 
public relations director of the 
Chamber of Commerce at San Di- 
ego, Cal., has been appointed ad- 
vertising manager of Dole Refrig- 
erating Co., Chicago. 


Moore to Kleb Studios 


William L. Moore, formerly sales 
promotion manager of Burlington 
Mills, has joined Kleb Studios, 
New York advertising art service. 


| “HOW FTO 


get action 


in big volume 


food stores 


Supermarkets and 
Superettes vote 


Progressive Grocer 


other . . . they talk the same language. 
P. G.’s articles on merchandising tech- 
niques, store design, margins and 
profits, stocking problems, customer 


Who builds displays? A survey of grocery stores in three states shows that, of the 
1,001 special displays found, 862 were built by store personnel; only 139 by salesmen 


Proor of the enormous acceptance 
and demand for this type of editorial 
material is the fact that food dealers 
have bought nearly a quarter-million 


copies of the books published from 


the “most helpful” 
by almost 2 to 1 


Noruinc interests food dealers more 
than moving merchandise. So, what 
they want most is information on how 
to do just that. It’s the one language 
they all understand. And it gets action 
a-plenty. Tell dealers how to make 
more money with your product and 
you'll get the kind of retail cooperation 
that makes consumer advertising really 


pay off. 


data can help you b 


Anp the best way to deliver your 


Full-Shelf Study Reveals 
Huge Sales Opportunities 


Starting in the June issue, P.G.’s 
editors will present the remark- 
able findings of a product-by- 
. product study of shelf-stocking 
and its effects on sales. Typical 
of Progressive Grocer’s action- 
getting editorial material, this 


of your product. Get full details 
from a P.G. man today. 


$2 each. 


Superettes (which 


oost sales 


second publication 


——— 


message to big volume retailers is in 
the advertising pages of PROGRES- 
SIVE GROCER. Because ads and 
editorial articles in PROGRESSIVE 


GROCER don't compete with each cents as well. 


relations—all told in an action-inspiring 
“how to” manner—not only make sense 
to big volume retailers, but dollars and 


7 PROGRESSIVE GROCER’S editorial 
content . . . at an average cost of about 


Because PROGRESSIVE GROCER’S 
whole editorial theme is built on the 
concept of helping the retailer mer- 
chandise more aggressively and oper- 
ate more profitably, Supermarkets and 


do 78 per cent of 


the nation’s grocery business) vote 
PROGRESSIVE GROCER the “most 
helpful” of all national food trade pub- 
lications ... by almost 2 to 1 over the 


Your product's advertising in PRO- 
GRESSIVE GROCER not only reaches 


the big volume retailers, but is read 


vertising, isn’t it? 


THIS IS THE*BROGRESSIVE GROCER MARKET 


24% of the stores... 


78% of U.S. grocery business 


~ > Jhgae 


SMALLER STORES 


the magazine of 


$7.1 
21.5% 


LION 


: ° of sales 


$14.4 BILLION | 
(43.8% of sales | 


NB 


BILLION 


of sales 
Chicago, 111 N. Wabash 


As of January 1953 


when dealers are in a frame of mind to 
do something about it. And that is 
really what you want from trade ad- 


Progressive Grocer 


10M be 
ry aN 
(at EY 
LDP A, 


SUPER MARKETS and SUPERETTES 


chy 


a) 


New York, 161 Sixth Avenye, Algonquin 5-2100 


Avenue, Central 6-3070 


los Angeles, 1127 Wilshire Blvd., Madison 6-1271 
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NARTB Meeting to 
Go into Problems 
of TV’s Newcomers 


WASHINGTON, April 


DERUS ASSOCIATES 


The Leader in Rapid Production 
and Effective Distribution of 
Radio Releases and News Mats 


Home Office 
420 N. MICHIGAN 
CHICAGO 11 
Phone SUperior 7-4360 
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convention at the Biltmore Hotel in recognition of his contributions|marily for radio broadcasters. | ager, RCA Victor division, Cam- 


‘in Los Angeles April 28. 

At least three major convention | 
sessions are pitched to TV’s hun- 
dreds of newcomers. Other con-| 
‘vention events are designed to) 


22—The meet the current operating prob- 
problems of small town and ultra lems of radio and TV old-timers. 
high frequency telecasters will be) 
in the spotlight when the National tion figures of more than 1,200, 
Assn. of Radio and Television the meeting will apparently be one 
Broadcasters opens its 31st annual of the largest in industry history. 
|NARTB also announces that more}. 


Judging from advance registra- 


manufacturers and distributors of 
broadcasting equipment and serv- 
ices have booked exhibit space 
than ever before. 


@ One of the innovations this 
year is the use of an industry 
leader as a keynoter. In the past, 
the association has selected a 
prominent political figure, or a 
leader from another field. 

RCA Chairman David Sarnoff 
was selected as the first broad- 
casting leader to keynote an in- 
dustry meeting, and is to receive 
the first annual keynoter award 


'to the art of radio and TV. 


The Broadcast Advertising Bu-' Esau, 


reau will hold a meeting on Tues- 
day (April 28) at 2 p.m. Presiding 
William Ryan will discuss radio’s 
‘current problems and the bureau’s 
plans for keeping the business 
lively. He and other executives of 
the BAB will try to sign up as 
many new members as possible 
during the convention. 

Work sessions get under way 
April 28 with a morning panel 
on FM. The first general session 


Clair R. McCollough, president of 
WGAL, Lancaster, Pa., and con- 
vention chairman, presiding. The 
keynoter award and keynoter ad- 
dress will be presented at 10:50 
a.m., as part of the first general 
session. 


® NARTB President Harold Fel- 
lows will address the Wednesday 
luncheon. 

Wednesday’s afternoon meeting, 
titled “five cities report,” is pri- 


members include John) 
v.p.-general manager of 
KTUL, Tulsa; William C. Grove, 
general manager, KFBC, Chey- 
enne; Lee Little, president, 


Panel 


-KTUC, Tucson; John F. Patt, pres- 
‘ident, WGAR, Cleveland; G. Rich- 
jard Shafto, v.p.-general manager, 


‘WIS, Columbia, S. C., and F. C. 
Sowell, general manager, WLAC, 
Nashville. 


® Three TV panels are scheduled 


'for Thursday, April 30. At 10:15 
opens at 10 a.m. April 29, with) 


a.m., “What about UHF,” with 
Herbert Mayer, president, WXEL- 
TV, Cleveland, as chairman; Frank 
P. Barnes, manager, General Elec- 


tric Ca., Syracuse; Kenyon Brown, 
president, KWFT, Wichita Falls, 


Tex.; Martin Silver, manager, Fed- 
eral Telecommunications Labora- 
tories Inc., Nutley, N. J.; James B. 
Thcrpe, manager, television trans- 
mitter division, Allen B. DuMont 
Laboratories, Clifton, N. J.; Alan 
C. Tindal, v.p.. WWLP, Spring- 
field, Mass., and E. C. Tracy, man- 


66,699 COPIES (Total Distribution) 
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ECAR 


If you’re interested in selling to industry, you'll be 


‘a 


want to take 


a close look 


—s industrial 


buying-action 2 


interested in N.E.D.’s just completed study of Essex 


County, New Jersey. 


Because ESSEX is typical of hundreds of important indus- 
trial counties throughout America, we took it apart to 
“see what made it tick.” This study gives you the informa- 
tion you need to evaluate ESSEX County’s importance 
as a market... and then to determine how effectively 


N.E.D. can help you sell in that market. 


Penetrating studies show how N.E.D. is used in important 
plants ... who reads it and why... and the effect it has 


on actual purchases. 


If you haven't read the Essex County report, drop us a line. 
We'll be glad to see that your copy is mailed immediately. 


200,000 READERS 


in 40,209 PLANTS 


ee 


‘den. 


s “Film’s place in Television,” 
with Paul Andanti, v.p.-general 
manager cf WHEN, Syracuse, as 
chairman, is scheduled for 11:15. 
Panel members are E. H. Ezzes, 
general manager, Motion Pictures 
for Television Inc., New York; 
Gerald King, president, United 
Television Programs Inc., Holly- 
wood; John H. Mitchell, v.p.-gen- 
eral sales manager, Screen Gems 
Inc., New York; Ralph W. Nim- 
mons, manager, WFAA-TV, Dal- 
las; Peter M. Robeck, national 
sales manager, Consolidated Tele- 
vision Sales, Hollywood; Lee 
Ruwitch, v.p.-general manager, 
WTVJ, Miami; Robert W. Sarnoff, 
v.p.. NBC, New York; Harold P. 
See, manager, KRON-TV, San 
Francisco, and John L. Sinn, pres- 
ident, Ziv Television Programs 
Inc., New York. 

Following the luncheon session, 
which includes a speech by Paul 
Walker, chairman of the Federal 
Communications Commission, a 
panel is scheduled at a 2:15 p.m. 
general session on “Small Market 
Television.” Participating are W. 
D. Rogers Jr., president-general 
manager, KDUB-TV, Lubbock, 
Tex., chairman; Gaines Kelley, 
general manager, WFMY-TV, 
Greensboro, N. C.; Robert Lemon, 
general manager, WTTV, Bloom- 
ington, Ind.; Lawrence H. Rogers, 
general manager, WSAZ-TV, 
Huntington, W. Va., and James D. 
Russell, president-general man- 
ager, KKTV-TV, Colorado Springs, 
Colo. 


@ Four workshop sessions are ar- 
ranged for 3:15 to 4 p.m., Thurs- 
day afternoon. These are on radio 
programs, radio merchandising, 
sports and public events, and labor. 

Friday’s general session at 10:30 
a.m. is devoted to the Federal 
Communications Commission, with 
at least three members, including 
Chairman Walker, scheduled to 
appear. At 11:15 the meeting will 
be turned over to the television 
code review board. Participating 
in the discussion will be John E. 
Fetzer, president-general manager, 
WKZO-TV, Kalamazoo, code board 
chairman; Mrs. A. Scott Bullitt, 
president, KING-TV, Seattle; E. K. 
Jett, v.p.-director of television, 
WMAR-TYV, Baltimore, and Leon- 
ard Reinsch, managing director, 
WSB-TV, Atlanta. The convention 
closes with the annual business 
meeting at noon Friday. 

The seventh annual NARTB 
Broadcast Engineering Conference 
runs concurrently with the con- 
vention, and is also expected to 
attract record attendance. 


Hutchinson Joins Poole 


Wallace Hutchinson, formerly 
Hollywood network sales repre- 
sentative for radio and television, 
National Broadcasting Co., on 
April 27 will join John Poole 
Broadcasting Co. He will be pro- 
motion manager of KPIK, u.h.f. 
television station now under con- 
struction in Hollywood. 


West House Names Don Allen 

West House Shirtmakers, Port- 
land, Ore., has appointed Don 
Allen & Associates, Portland, to 
handle its advertising. Ed Wert- 
heim, formerly with White Stag 
Mfg. Co., has been named West 
House sales manager. 


Kirby, Block Names Two 

Kirby, Block & Co., New York, 
resident buying office, has named 
Dowd, Redfield & Johnstone, New 
York, and John C. Dowd Inc., 
Boston, to direct its advertising. 
Modern Merchandising Bureau is 
the previous agency. 


Bardahl Promotes Haydon 

| John M. Haydon, director of 
‘public relations and advertising 
for Bardahl Mfg. Corp., Seattle, 
has been promoted to advertising 
and sales manager, directing 
national and overseas sales for 
Bardahl oil. 
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Advertising Age, April 27, 1953 


Can Giraffes Help 
Sell Auto Service? 
Humphrey Thinks So 


Mitwavukee, April 21—Since 
1949 Humphrey, automobile dealer 
and service expert here and in 
Evanston and Rockford, IIl., has 
been featuring a giraffe dressed 
ot a man in its newspaper display 
ads. 

People don’t, as a rule, associate 
giraffes and autos and that’s one 
of the reasons the giraffe has be- 
come a “trademark” in Humphrey 


NET 


OMLY THE PRICES HAVE BEEN 
TO PROTECT THE INNOCENT 


NIZE 
ee 


i 
Teer Cor 


advertising, according to Carl E. 
Poethke, advertising manager. The 
drawing of a giraffe attracts at- 
tention to the ad in a highly com- 
petitive field, he said. 

“Another reason is that animals 
are always interesting to people,” 
he added. 


= Miiwaukee, Evanston and Rock- 
ford papers—and the Chicago 
Tribune—are used by Humphrey. 
Sometimes the headline “Long on 
Service” is used with the giraffe 
to promote motor overhauls, tune- 
ups and other service work, or 
“Long on Trade” for an ad on 
used cars. 

New automobiles are not adver- 
tised, Mr. Poethke said, because 
even without advertising, the com- 
pany cannot keep up with the 
demand. Humphrey sells Chevro- 
lets in Evanston and Milwaukee 
and Cadillacs and Oldsmobiles in 
Rockford. 


The company is currently con- | 


ducting a two-week radio cam- 
paign, using spot announcements 


on WOKY, Milwaukee. Eleven one- | 


minute announcements a day, re- 
corded by Humphrey salesmen, tell 
about used car bargains. Mr. Po- 
ethke is happy with this spring 
promotion; the first day (April 15) 
the company received 12 calls an 
hour, he said, and some 30 to 40 
people came to the Humphrey 
showrooms, despite rainy weather, 
to look at used cars. 


s An ad last month in the Evan- 
ston Review showed the giraffe 
dressed like a detective, with the 
headline, “Dragnet—Only the 
prices have been changed to pro- 
tect the innocent,” and the follow- 
ing staccato copy, imitating the 
radio'and TV show: 

“This is the City—Large Build- 
ings to Small Homes, Successful 
Businessmen to Cheap Hoods— 
Most Drive Cars—Some in Excel- 
lent Shape—Some Badly in Need | 
of Repair—That’s Where I Come | 
In—” and then, in larger type— 
“I’m a Mechanic—I Work for 
Humphrey!” The ad offered a spe- 
cial brake adjustment for any 
make of car for 98¢, brake relines, 
motor overhauls, etc. 


Long Advertising Alters Name 


Joseph .A. Haymes, production 
manager with Long Advertising 
Agency, Winston-Salem, N.C., has 
been made a partner. The agency’s 
name has been changed to Long- 
Haymes Advertising Agency. 
Henry E. Shore has been promoted 


to production manager. 


Veet 
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West-Marquis Adds Two 


West-Marquis Inc., attle, has 
been appointed to handle adver- 
tising for Ryan Recording Ther- 
mometer Co., Seattle, producer of 
portable temperature recording 
instruments, and U. S. Appraisal 
Co., industrial appraisers and 
engineers, with offices in Seattle, 
Portland and San Francisco. 


Appoints Byer & Bowman 

Pretty Products Inc., Coshocton, 
O., manufacturer of bathing caps 
and rubber houseware items, has 
appointed Byer & Bowman Adver- 
tising Agency, Columbus, O., to 
direct advertising. Leech Advertis- 
ing Co., Cleveland, had the account 
previously. 


Two Appoint Silton Bros. 
Penobscot Shoe Co., maker of 
Trampeze sport shoes for men and 
women, and Old Town Shoe Co., 
producer of Old Maine Trotters, 
hand sewn sport shoes, both of, 
Old Town, Me., have appointed | 
Siiton Bros., Boston, to handle’ 
their advertising and merchandis- | 
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Launches ‘Coronation’ Foods 


| R.C. Williams & Co., New York, 
limporter and distributor of fine 
| food products, is introducing a line 
of “Coronation” food products in- 
cluding Huntley & Palmer biscuits, 
Tickler’s orange marmalade and 
Thorne’s English toffee. Advertis- 
ing, through Mann-Ellis, is limited 
to business publications and direct 
mail. 


Duval Opens Own PR 


E. Charles Duval, formerly ex-_ 
ecutive v.p. of Theodore R. Sills 
& Co., Chicago, has opened his own | 
public relations office at 664 N. 
Michigan Ave. It will be known as | 
E. Charles Duval & Co. Mr. Duval | 
hed been associated with Sills od 

| 


users oF PASTE-UP-TYPE 
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PASTE-UP HAND LETTERING, 
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15 years. 


Franco Joins Crosley 


Carlos A. Franco, New York | 
agency executive, has joined Cros- | 
ley Broadcasting Corp.’s radio and 
TV stations as a consultant. He will | 
handle sales for the Crosley op-| 
erations in Cincinnati, Dayton, 
Columbus, Atlanta and New York. 


In the metropolitan Fort Worth market 


i Names Art Director 


, Walter Buchholz, formerly with 
Lew Kashuk & Son Advertising 
Co., New York, has been appointed 
‘art director at Roland-Bodee Ad- 
vertising, New York. 


® 
UP TO THE MINUTE STYLES BY, 
€— will FOR LITERATURE A THA SaME =< 


OUNITIZED LETTERING 


Dep G, 15 W. 46 STREET NEW YORK 26:8. 


(pop. 383,200) 


and four other flavors, will break late in 


NEw York, April 21—Now it’s 
soda pop in cans. 

Walter S. Mack, president of 
Cantrell & Cochrane, a subsidiary 
of National Phoenix Industries, 
announced yesterday that he will 


CANNED SODA—Walter S. Mack (seated), onetime head of Pepsi-Cola Co., now 
plans a line of soft drinks in cans. Advertising for the line, including Super Coola 


May and will be handled by Ted Bates & 


Co. William H. Kearns (standing), partner at Bates, works on the account. 


Super Coola Pop Is New—Ginger Ale and 
Soda, Too—All in Cans, from Mack to You 


| wholesale grocers instead of the 
“old fashioned, expensive method” 
of store-delivery by small fran- 
jee bottling plants. C&C will 
|offer no franchises. 

Mr. Mack, new president of 


Z Zi 
J 


Fort Worth Star-Telegram. 


‘ 


introduce the canned drinks (Su- ‘Cantrell & Cochrane, is also head 
per Coola, Super root beer, grape, of the parent corporation, Phoenix 
ginger ale and club soda) in Industries, which he has described 
metropolitan New York late next as “an industrial operating com- 
month. pany.” Phoenix bought 90% of the 

Mr. Mack, erstwhile board chair- | stock of Nedick’s Inc., East Coast 
man of Pepsi-Cola Co., called the chain of 90 luncheonettes, in June, 
soft drink industry “muscle bound” 1951. Mr. Mack formed Phoenix in 
for failing to bring out beverages January, 1951, to invest in “special 
in cans years ago. “They’re still situations.” It operates in the in- 
in the horse-and-buggy days with dustrial and merchandising fields 
their bottles and their unwieldy either directly or through major- 


In the 100-county trading. area 
of West Texas 


(pop. 1,847,000) 


average county family coverage is 


43% daily and 397% Sunday. 
The Fort Worth Star-Telegram 
has the largest Daily (M&E) and 


Sunday circulation in Texas. 


wooden cases.” 

(Back in May, 1950—five months 
before Mr. Mack quit Pepsi—that 
company was testing the drink in 
cans in a few eastern markets. A 
carton of three 12-ounce cans sold 
for 25¢. A check with Pepsi-Cola 
today brought the information that 
only one Pepsi bottler is currently 
putting the drink in cuns. He’s in 
Alton, Ill.) 


# Mr. Mack’s C&C beverages will 
sell in 6 and 12-ounce, no deposit, 
no return, cone-top containers, ex- 
pressly designed for drinking right 
from the can. 

Heavier than an ordinary beer 
can, the container has a plastic 
lining on the inside, on top of 
which is a spray sealer. It is man- 
ufactured on the same principle as 
Aerosol containers, which allow 
for considerable internal pressure. 
Super Coola will be competitively 
priced. 

Large newspaper ads (seven 
columns) will be followed by a 
steady campaign of radio and TV 
spots, including station breaks. 
(It was soon after Mr. Mack joined 
Pepsi as president in 1939 that the 
*Pepsi Cola hits the spot” jingle 
became an overnight advertising 
sensation and started a new trend 
in radio commercials. The agency 
was Newell-Emmett.) Advertising 
of Mr. Mack’s new Super beverage 
line will be handled by Ted Bates 
& Co. 

Print ads will point out that the 
soft drink industry, until C&C 


ity-owned subsidiaries (AA, Jan. 
22, °61). 

Mr. Mack said then that the 
“main philosophy of Phoenix will 
be to invest in selected companies 
or businesses, to develop them, 
aid them by suitable private or 
public financing, and after they 
are running properly, sell, merge, 
‘or consolidate them into larger 
“units,” 


| Toronto Sales Club Elects 


_ K.E. Spencer, president of Hod- 

kinson Enterprises Ltd., has been 

elected president of the Sales Re- 
/search Club of Toronto. Other of- 
| ficers elected are A. G. W. Sinclair, 
|v.p. and general sales manager of 
Canadian Johns-Manville Co., J. F. 
Graydon, president, Canadian Facts 
Ltd., -J. E. Bruce, Toronto district 
supervisor, Planters Nut & Choco- 
\late Co., v.p.s; C. J. Farquharson, 
manager of budgets and controls, 
circulation department of Maclean- 
Hunter Publishing Co., secretary, 
and P. J. Fennell, industrial sales 
i'manager, Aluminum Goods Ltd., 
| treasurer. 


Avco Buys Ezee Flow 


Avco Mfg. Corp., Cincinnati, has 
acquired Ezee Flow Corp., Chica- 
go, and Ezee Flow Inc., College- 
ville, Pa., which will now be 
known as the Ezee Flow division 
of Avco. Ezee Flow is a producer 
of fertilizer application equip- 
ment. The new division will be 
under the supervision of Avco’s 
‘New Idea division, headed by 
William M. Werner, with head- 
‘quarters in Coldwater, O. 


All figures quoted above are based on 
ABC & Sales Management Figures 


came along, couldn’t turn to cans) 


becauze companies have millions | Selmer Adds One, Boosts One 
of dollars tied up in bottles and) Harry S, Randall, formerly as- 
cases, and are bound by franchises. | sistant advertising manager of At- 
| Trade ads will emphasize that cans las Press Co., Kalamazoo, has been 


| 


weigh less, occupy less space in appointed advertising manager for 


aca See 


_— 


Fort WoRTH STAR-TELEGRAM 


cand AMON G. CARTER, Publisher We oe Le 
. CARTER, IR, President and Notional Advettinjng Director 


Largest Circulation in Texas 


| 
cool faster. 


® Unlike most soft drink opera- | 


‘refrigerator and warehouse, and the band instrument and the mu- 


\sical merchandise divisions of 
'H. & A. Selmer Inc., Elkhart, Ind. 
Frank E. Bundy, assistant sales 
manager of the Jesse French pi- 


Dine athe Ge 


without the use of contests, schemes or premiums 
“just @ good newspaper” 


tions, said Mr. Mack, the Super ano division, has added the duties 
line will be centrally manufac-|of advertising manager of the 
tured. Distribution will be through | Jesse French piano division. 


¢ 
| 
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Advertising Age, April 27, 1953 


Sunkist Sets Plans 
to Introduce a New 
Orange Juice Drink 


Los ANGELES, April 21—Sunkist | 
Growers Inc. will soon begin na-' 
tional distribution of a new prod- 
uct, Sunkist Orange Juice Drink, 
through dairies. Last May Sunkist 
brought out a lemonade made from 
its frozen lemon concentrate; in| 
November the Sunkist label ap-| 
peared on fresh orange juice. A) 
total of 130 dairies are now han- 
dling either one or both of the 
drinks, and many are expected to. 
handle the new drink. 

The Sunkist Orange Juice Drink | 
is expected to be an important new 
outlet for California oranges. It is 
a quick-frozen concentrate which 
will be reconstituted at the dairy, 
and is a natural juice containing 
no artificial color or flavor. The 
drink will be 30% straight orange 
juice, which is said to be consider- 
ably greater than the usual range 


of 3-8% for this type of drink. | 
| 


s In its announcement to the dairy 
trade, Sunkist said the new prod-. 
uct has been extensively market) 
tested under conditions which. 
demonstrated its tremendous re-| 
ception. These tests were made 
without use of the Sunkist brand 
name. They revealed the orange | 
drink sells in good volume and at. 
a better-than-orange-juice price. 
That is, it is cheaper for the con- 
sumer to make his own ade drinks 
from the fruit juice, although the 
experience with lemonade showed | 
a willingness to pay a higher price | 
for the convenience offered. 

Sunkist has prepared a promo- 
tional campaign designed specif- 
ically for dairy distributors and) 
coordinated with the national 
brand advertising done for the) 
Sunkist name. | 

The material includes collars, | 
order blanks, and a wide variety | 
of display material for use in gro- | 
ceries. Two types of containers | 
will be available to licensees: one 
in which the name Sunkist is the 
highlight, the other where the) 
Sunkist name is subordinated to) 
that of the dairy. | 


Three Name Rick Marrus 


Joseph Hyman & Sons, Phila- 
delphia rebuilder of heavy duty | 
machinery; Beam Metal Special- 
ties, Long Island City maker of 
aluminum hospital equipment and 
supplies, and Color Age Stores 
Inc., Jackson Heights, N. Y., re- 
tailer of paints, wallpaper and. 
artists’ materials, have appointed 
Rick Marrus Associates, New York, 
to handle their advertising. Marrus 
will handle both domestic and Ca- 
nadian industrial advertising for. 
Hymen. 


Alexander Smith Elects Elliott 

James M. Elliott has been elected | 
president of Alexander Smith Inc., | 
Yonkers, N. Y. He joined the com-_ 
pany in 1951 as administrative v. p. | 
and treasurer. He will continue to 
serve as treasurer as well as presi- | 
dent of Grenville Mills Inc., a 
wholly-owned Smith subsidiary. | 
Mr. Elliott succeeds William F. C.. 
Ewing, now chairman of the board. | 


| 
Wayne Advertising to Hening | 
Hening & Co. Philadelphia 
agency, has absorbed the clients) 
and the key staff members of) 
Wayne Advertising Agency, Phila- | 
delphia. Hening has operated | 
Wayne under a management con-| 
tract since the death of its presi-| 
dent, Harry Goldberg, in March. | 
JWT Resigns Orange Account 
J. Walter Thompson Co., Los | 
Angeles, has resigned the account | 
of Mutual Orange Distributors, 
Rediands, Cal. Selection of a new 
agency has not been made. 


Monahan Joins Compton 


Joseph F. Monahan, formerly 
with International Latex Corp., 
has joined the market develop- 
ment department of Compton Ad- 
vertising, New York. 


| Spring Campaign Started 

Vanity Corset Co., New York, | 
/has started a spring campaign for 
\its line of Oval “power-banded” | 
girdles with b&w half-page ads. 
in New York and Chicago Sunday | 
newspaper sections. The same ad 
and medium will be used shortly | 
in additional cities throughout the 
East and Midwest. Irving Berk Co., 
New York, is the agency. 


Providence TV Bows in Fall 


New England Television Co. of 
Rhode Island, Providence, has set | 
Thanksgiving as the date to open | 
its new TV station on Channel 16. | 
The studios will be in Providence, | 
the transmitter in Rehoboth, Mass. | 
Approval of the Federal Communi- 
cations Commission has_ been 
granted. 


Miami Art Heads Hold Show 

The Art Directors’ Club of | 
Greater Miami will hold its first | 
annual exhibition of advertising 
and editorial art May 17-23. 
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A. B. C. Publisher's Statement 
September 30, 1952 


ATION 


..350,243 


The Denver Post 


Not too modestly nor subtlety we'll tell you the secret of 
our success . . . success in building sales for food advertisers 
year after year. 


2 


In Denver, ONLY The Denver Post Brings Readers 
Daily And Sunday Food Service Features. 


Each day, Monday through Friday, editorial food 
photos, recipes, what-to-serve and how-to-prepare 
stories create an interested, responsive audience for 
food advertisers. And in Sunday’s EMPIRE Magazine 
food editor Helen Messenger whets buying interest with 
a food page in full color. 


In Denver, ONLY The Denver Post Gives Advertisers 
Single Medium Coverage. 


Nine out of ten homemakers in the big Metropolitan 
Denver market, with its population of 625,300, read 
The Denver Post. And they read it at the right time. . . 
when they’re interested in foods... when they’re 
mentally shopping the grocery stofes . . . deciding what - 
to buy with the family’s food budget. 


If you'd like to share in this success story, put 
The Denver Post on your “A” schedule, now! 


THE DENVER POST 


Tle Vnice of the Rocky Mountain Empire — 
PALME HOTT, EDITOR AMD puecismen 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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MORE ADVERTISERS 
Are Discovering 


THE 


BIGGES 
DOLLAR- 


Advertsing America 


If new business is a sign of vitality, Pictorial Review has it. Ninety-three 
new accounts have scheduled advertising to appear during 1953. 
Sixty-seven of these new accounts scheduled full pages or half pages. 


THESE COMPANIES SELL A WIDE RANGE OF MERCHANDISE...JUST ABOUT EVERYTHING PEOPLE ARE BUYING: 


Food & Grocery Products * Paints * Radio & Television Sets * Books * Drug Products * Ice Cream * Waxes 
Tileboard * Wines * Beers * Insurance * Air Conditioning * Vacuum Cleaners * Baby Carriages * Men’s Wear 
Heating * Fountain Pens * Garden Plants * Sheets & Towels * Cleaning Fluid * Beauty Aids * Travel * Cameras 


7 REASONS WHY ADVERTISERS FIND 
Pictorial Review 
THE BIGGEST DOLLAR-BUY IN ADVERTISING AMERICA 


1, YOU GET MORE ADVERTISING READERS PER DOLLAR —A Black and White or a Color Page in Pictorial 
Review produces more advertising readers per dollar than any other weekly or monthly magazine. ( Starch ) 


2. PICK YOUR MARKETS—Use one, some or all of the ten Pictorial Reviews when and where you want action. 


- 


YOU GET HIGHER READERSHIP —Top voltage feature writers and artists from cover to cover. ( Starch) 


4. YOU HAVE THE STAGE ALL TO YOURSELF — No directly competitive product page can appear in 
same issue with yours. 


YOU AIM WHERE THE TONNAGE IS BIG — Pictorial Review markets are top volume sales areas. fe 


w 


6. YOU GET DEEP PENETRATION —Pictorial Review reaches these markets through 10 big Sunday news- 
papers, at a receptive reading time. 


7. YOU WORK YOUR ADVERTISING DOLLAR HARDER IN PICTORIAL REVIEW 


—Sharp localized Merchandising Service when and where you want it. 


| Sunday c 
Pictorial Review 


DISTRIBUTED WITH THE FOLLOWING SUNDAY NEWSPAPERS: 


Pittsburgh Sun-Telegraph Boston Advertiser 
Detroit Times Los Angeles Examiner 
Chicago American San Francisco Examiner 
eo come = Milwaukee Sentinel Seattle Post-intelligencer 
New York Journal-American Baltimore American 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE...959 Eighth Avenue, New York 19,N. Y. 
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Advertising Age 


s,s THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


What's Troubling Small Agencies? 


Pointers to Mail Order Profit 
An Interesting New Type Face 


C. M. Cites a Selling Message 


The Eye and Ear Department... 


Another Talent Trial 


This Department has commented before 
on the lot with a little that DuMont has 
been able to do. With “Stage a Number,” 
however, seen over DuMont Wednesday 
evenings from 9 to 10, DuMont has just 
done little. 

A sort of poor man’s “Talent Scouts,” 
DuMont’s “Stage a Number” presents a 
series of people referred to as “guest 
producers” who, in turn, present young 
talent they feel deserving of the chance. 
This talent performs before the usual 
panel of experts and the panel votes its 
preference. The method of voting is not 
shown, but it could presumably be the 
flip of a coin—preferably one that won’t 
stand on end. 

The “guest producers’ don’t do very 
much better than the talent. Quite a few 
of them unashamedly read their lines, 
and, when they have finished, hoist the 
script from the table as if they were de- 
termined to retain it as a souvenir. 

Bill Wendell is the emcee and inter- 
views the “guest producers” a la Godfrey, 
but without Godfrey’s particular skill at 
making even the interview (on “Talent 
Scouts”) every bit as entertaining as the 
acts presented. If you’re the least bit 
sharp at addition, you’ve probably figured 
by this time that the various elements on 


REHEARSAL—Guest producer Gloria Vitucci, 
director Barry Shear and emcee Bill Wen- 
dell talk over the show during a dress re- 
hearsal of DuMont’s “Stage a Number.” 


“Stage a Number” amount, entertain- 
ment-wise, to zero—which is right. 

A number of advertisers, in return for 
a free plug, are induced to donate prizes 
for the winning—if you’ll excuse the ex- 
pression—talent. The show would un- 
doubtedly welcome a sponsor. The big 
question is, would a sponsor welcome the 
show? In fact, this Department wonders 
if “Stage a Number” will ever find an 
audience to welcome it. 


Four Basic Strategic Reasons Why 
Time Inc. Uses Direct Mail 


Lawrence G. Chait, director of list research for Time Inc., discussed the 
underlying strategic reasons for the use of direct mail at a special luncheon 
of the Advertising Club of Washington March 31. A portion of his presenta- 


tion is given here. 


By Lawrence G. Chait 


There is available today a considerable 
literature on the tactics of successful di- 
rect mail selling. 

There is very little spoken or written 
however on the strategic employment of 
direct mail as an independent advertis- 
ing medium. 

To put it another way, we have all been 
busy learning how to sell by mail—but 
all too infrequently have we wondered 
why we sell by mail. 

The amazing complex of advertising 
media at our disposal poses some serious 
questions as to the discriminating employ- 
ment of each medium. 


s For the most part there has been an 
adequate evaluation of the strategic use- 
fullness in given situations of all forms of 
advertising except direct mail. Tradition- 
ally, and in sharp contrast, direct mail has 
been employed as a sales promotion de- 
vice, a sort of left handed helpmate de- 
signed to meet last minute needs. 

Time Inc. is a large user of direct mail. 
We employ this form of advertising to do 
a major job in our publishing economy. 
We have chosen this medium, in prefer- 
ence to others, as our most important 
source of subscription circulation on all 


of our publications. 

Time Inc. has evolved its own strategic 
concept of the use of direct mail...and 
an exposition of that concept may be of 
value to you and the organizations you 
represent. 


Why Time Inc. Uses Direct Mail 

There are rather strange intangibles 
which affect the resultfulness of all forms 
of advertising and selling. Possibly we 
can lump these intangible considerations 
together under the heading of “favorable 
atmosphere” or “responsive climate” or 
“impact.” 

Each successful advertising medium, in 
its own peculiar way, creates a climate of 
acceptance by the form in which it sur- 
rounds the advertising or selling message. 

In the pages of Time, Life, or Fortune, 
it is the editorial content which creates a 
favorable intellectual climate with a given 
type of audience...and for the result- 
fulness thereby of our advertising pages. 

In the same way, direct mail creates 
its own atmosphere of acceptance but that 
atmosphere is based upon the relationship 
to the individual of all mail received, 


® You hear a lot of nonsense about people 
not liking to receive mail. That may, of 
course, be true of some very tiny fringe 


of super-busy executives. 

Most of the people of this nation love 
to receive mail—any kind of mail. They 
hang over the doorstep waiting for the 
mailman to come down the street. On 
many a day a letter from Life or Time or 
Fortune comes as a welcome moment for 
pause ...for projection into the world be- 
yond the home or office ...and our copy- 
writers build that kind of atmosphere into 
the things they write about our publica- 
tions. 

Our first consideration in the use of 
direct mail is that it establishes a rapport 
between ourselves and our readers of a 
personal character. 

That is direct mail’s prime virtue. It 
is a message you receive from me...no 
matter how many millions of times that 
same message may be broadcast around 
the country. 

It may be difficult for a sophisticated 
audience of advertising men to realize 
that direct mail does set up that kind of 
response mechanism—yet many experi- 
ments reveal that the very nature of this 
advertising medium lends to it this re- 
markable quality. 

Thus Time Inc., firstly, employs direct 
mail to establish a personal relationship 
between itself and its potential readers. 


s Any organization like our own which 
attempts to establish the authority of its 
product in the shadowy realm of the 
printed word must face up to the prob- 
lem of establishing a favorable identity. 

Obviously such an identity cannot be 
established if the product itself is a poor 
one. But granted the product is a good 
one, then direct mail can be employed to 
create a character or mental trademark 
for a publication, an idea, a product, or 
a service. 

Direct mail has been employed at Time 
Inc. for 30 years to establish very special 
and very favorable identification for each 
of our editorial products. 

The physical scope of direct mail permits 
an able copywriter to create a product 
personality at great length. In our own 
case, the creation of such product per- 
sonalities for each of our magazines has 
served as a guarantee that our prospective 
readers will enjoy our publications once 
they subscribe. 

To put that idea another way, our re- 
peat sales are kept at a high level because 
our letters completely describe our maga- 
zines; and, beyond that, our letters reflect 
the atmosphere and quality of our edi- 
torial product... 

Thus Time’s second reason for the use of 
direct mail is that it helps us to establish 
a favorable identity. 


s Many of us in advertising very loosely 
use the phrase “institutional advertising.” 

Just what is this type of advertising 
supposed to do? 

Apparently this is a type of advertising 
which is not designed to effect sales di- 
rectly ... but to create an atmosphere in 
which sales can more easily be made. 

By way of example you have the bril- 
liant campaign which Ford has just run 
on the place of the automobile in the 
changing American scene. Certainly that 
campaign will make it easier for Ford 
dealers to sell cars. 

But the campaign did more than that 
...it humanized a giant corporation. It 


is a prime function of direct mail in our 
eyes to extend this “humanizing” process 
to the individual level. 


s Every large organization is a sort of 
automaton to the outside world. Good ad- 
vertising of any type helps dispel the 
coldness implicit in such characterization. 
Possibly direct mail can counteract this 
effect of bigness to a greater degree than 
any other advertising medium... but 
particularly so when it is used in conjunc- 
tion with other media. 

We at Time Inc. are often—and quite 
frankly—accused of being “slick” or 
“smart alecky’” publishers. Our readers 
know, however, that our publications do 
a remarkably good over-all job for them. 
They like our style—and have provided 
our massive circulations because they like 
that style. 

Our prospective readers are something 
else again; they might be repelled by a 
public impression which does not ac- 
curately reflect the soundness of our edi- 
torial product. 

For that reason it is most important 
that we humanize our organization to the 
maximum degree possible. We do so, of 
course, in our use of all advertising media 
... but partiewlarly so in our direct mail 
contacts, because of the warm and per- 
sonal nature of this particular medium. 


® Here again, an illustration may help to 
make the point. 

Last year Life celebrated its 15th an- 
niversary and for that occasion Bill 
Baring-Gould wrote a letter which moved 
into the homes, the hearts and into the 


- pocketbooks of a nice round number of 


our potential subscribers. That letter spoke 
as follows: 
“Dear Reader: 

“It was a cool Friday in November. 

“Plymouth offered their newest model for 
$510—in an ad that also reminded you that you 
could tune in on Major Bowes’ Original Amateur 
Hour any Thursday from 9 to 10. 

“Loyalists and Rebels were fighting in the out- 
skirts of Madrid... Alfred Lunt and Lynn Fon- 
tanne were at the Shubert, ambling through ‘Idiot's 
Delight’'—and a few doors down the street, a 
pillow-padded Helen Hayes was appearing as ‘Vic- 
toria Regina.’ 

“The WPA was dropping 3,000 ‘non-essential!’ 
workers—and the Post Office began assigning the 
first social security numbers to 26 million appli- 
cants. The footbali season was almost over... 

“And some 200,000 Americans (including you, 
perhaps?) were eagerly opening the first issue of 
a new magazine—a magazine of pictures, date- 
lined Nov. 23, 1936." 


Bill’s letter went on in this same won- 
derful way to relate Life to the American 
scene...to the happenings of everyday 
life in the lives of everyday people and 
to convince millions of Americans that 
Life was their kind of magazine. 

In other words, a brilliant copywriter 
had taken a big big magazine—and given 
it a happy personal equation with which 
our potential reader could identify him- 
self. 


Thus Time’s third reason for the use of 
direct mail is that it helps us to humanize 
our big corporation and our big publica- 
tions. 


Reaches Specific Audiences 

It is vital that publications such as 
Time, Life and Fortune present to ad- 
vertisers a readership having substantial 
purchasing power. 

Therefore, the problem of market selec- 
tion on a name-by-name basis becomes an 
obvious prerequisite of our circulation 
promotion. In preselecting a subscriber 
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market Time Inc. is concerned with the 
potential reader as a complete entity. 


s Because we sell editorial products, one 
of our prime considerations must be with 
the mind of our individual prospect. We 
have to know something of his education 
and even, where possible, his reading 
habits. 

We require knowledge of the prospec- 
tive reader’s income, the type of neigh- 
borhood in which he resides, the kind of 
car he drives. In summary, we need a 
fairly complete estimate of our potential 
subscriber’s socio-economic status. 

Our copy is written to appeal to those 
of above average intelligence and income 
—coming within the 25-45 age bracket, 
which is roughly characterized as the “age 
of accumulation.” 

Currently, in our list research, we go 
to great lengths in picking potential sub- 
scribers based upon these considerations. 


2 Possibly of even greater interest, we 
have now begun some most serious re- 


search into the volatility factor of our 


potential readers. There are indications 
that those who travel more, attain job 
promotions, buy new homes and so forth, 
have certain intangible characteristics of 


Employe Communications... 


great importance to us and to our adver- 
tisers. 

Once we have found the kind of audi- 
ence we want in terms of names, then 
obviously the tone of our copy must ap- 
peal to exactly the same kind of mentality. 

Recently Bob Fisler, circulation promo- 
tion manager of Time magazine, wrote a 
letter which I feel illustrates this point 
very well. 

The letter has become rather famous as 
the story of “His Excellency, the Ambas- 
sador from Mars.” 

In a very whimsical way, Bob writes 
of the Ambassador’s unexpected visit to 
America... the arrival of his flying sau- 
cer at Lincoln Memorial... his great dif- 
ficulties at the Pentagon...his brushoff 
by a charge d’affaires at the State De- 
partment, etc.... 


The sort of thing Bob did in this letter . 


can be done very well in direct mail. 
Here you have a situation in which you 
want to select an audience on the basis 
of individual characteristics—and then 
write specifically to those individuals. 

Thus Time Inc., fourthly, employs di- 
rect mail to preselect its subscriber audi- 
ence on the basis of complete delineation 
of individual prospect characteristics and 
responses. 


One Route to Industrial Harmony 


By Robert Newcomb and Marg Sammons 

In one of the happy little conversa- 
tional exchanges that mark negotiations 
meetings between a company and a bar- 
gaining agency, a union representative re- 
cently remarked that he resented the shop 
visitations of “white shirts from the front 
office.” 


This critic wasn’t suggesting that the 
“white shirts’ be barred, since he knew 
that their visits to the plant had some- 
thing to do with running the business. He 
was putting his finger on one of the old 
wounds of industrial relations—the shop 
hostility toward business dress. 


s The old hand in industrial relations 
doesn’t tour the plant in Sunday garb. He 
is more content with, and more comfort- 
able in, something that bags at the knees 
and lies open at the neck. The shop folks 
don’t shrink away from him, or hold any 
fear that a dab of grease on his pants will 
hurt him. He finds it easier to be one of 
the boys because he looks like one of the 
boys. 

There is no artifice about this. If you’re 
going to operate in the field of internal 
public relations, it’s part of the job to 
dress so that (a) you yourself feel at ease, 
and (b) the people you’re mingling with 
feel at ease. 

Industry’s almost traditional insistence 
upon formal business attire for every- 
body in the place dates back to the hoary 
days of the founder, who had simple little 
notions about dress and speech that en- 
dure a hundred years after the founder 
has turned to ashes. 


In probably thousands of concerns 


across the country, the barrier between 
management and labor is kept high be- 
cause of differences in attire. And these 
differences in attire make more difficult 
the job of communication, because each 
group is physically ill at ease in the 
presence of the other. 

In offices by the thousands, clerical 
employes—usually males—are compelled 
to face the day in formal business dress. 
They would be more comfortable, and a 
good deal more efficient, if they could 
dress in relaxed fashion. Most of them 
remain at their desks all day, or at least 
within the building, and have no contact 
with the outside public. Accordingly they 
could bring down no criticism of the com- 
pany’s manners as a result of wearing a 
sport shirt to work. 


s Some sartorial genius in a midwestern 
city started a custom a few years back: 
On Saturdays, when the offices were 
practically shut down and only a few 
eager strays visited their desks, this com- 
pany president established the habit of 
coming to work in loungy sports clothes. 
The underlings seized upon the idea with 
glee. Each Saturday the men who come in 
to the office have a look of comfort— 
physical and mental—about them. They 
have an informal casualness in their Sat- 
urday conferences that gets jobs done 
with less effort and less strain. The idea 
has caught fire in neighboring plants. 
Clothes—the right sort of clothes—did the 
whole thing. 

In big cities, the stuffed shirt attitude 
is too ingrained for such a custom to take 
hold. In small communities it has a real 
chance. 


Mail Order and Direct Mail Clinic... 


Pointers to Profit 


By Whitt Northmore Schultz 

“Profitable Pointers on Selling by Mail,” 
a small, new, free booklet, jammed with 
direct mail wisdom, reached my desk the 
other day. It was sent by Arthur Martin 
Karl, president of Names Unlimited Inc., 
352 Fourth Ave., New York 10. 

Among the many thought-starters for 


effective direct mail that this booklet con- 
tains, I thought these made a great deal 
of mail order sales sense: 

1. Are you giving your prospects many 
solid reasons for buying by mail from you? 

2. Are you cordial with the readers of 
your direct mail? Do you make them feel 
welcome to your message? Are you using 
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The Creative Man’‘s Corner... 


be nice. They don’t really mean it. 
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Long-and Believable 


Not so very long ago, we wrote a column commending GE on its omnibus 
ad telling its story in a very few words of copy. This was most unusual, be- 
cause generally we wax lyric over well-handled long copy and, if we were 
an advertiser, are quite convinced we would approve no copy under at least 
five hundred words in length. We lean to the view that long copy not only 
looks important—if you want to be superficial about the whole thing—but that 
an interested audience wants to learn as much about your product as possible 
and that an interested audience is the only audience worth attracting. People 
who will read only short copy, we feel, are like people who invariably write 
on postcards, “Having nice time. Wish you were here.” They’re only trying to 


Worth more... 


the pitch it gives us on the Ford. 


does an advertiser buy space? 


We haven’t counted the words in this Ford ad, but we suspect they run into 
the hundreds. We’ve read every one of them, however, and we’re completely 
taken by their genuineness. Few car ads we’ve seen admit, as this one does, 
that some cars—costing more—give you better upholstery or appointments. 
We knew this to begin with, so—like most people—we’re prepared to believe 


We have wondered for many years why advertisers, who spend a consider- 
able amount of money for the space they buy, so seldom take into consideration 
the factor of believability. Having bought the space they seem, instead, to feel 
that they must use it to claim the most fantastic advantages for their particular 
product—whether or not the people who come upon their message are inclined 
to be interested in their product or to believe what they say about it. 

Undoubtedly what we have to say here will not start a trend to long copy 
or to believable statements in copy. Nevertheless, we feel impelled to say 
what we do. For, in the long run, we feel, what a person reads about a product 
—and what he believes out of what he reads—has a whale of a lot to do with 
how he buys. And we lean to that old-fashioned idea that advertising has, as 
its principal purpose, the communication of a selling message. As a challenge 
in readership long copy may not win laurels, but as a challenge in salesman- 
ship we have a sneaking suspicion it does. And why, we make bold to ask, 


all the persuasion at your command? 

3. Are you stressing the “YOU” bene- 
fits throughout your pieces? 

4. How about the reader’s advantages 
when he buys and uses your products or 
your services? Do you highlight them? 


® 5. Does your direct mail have unity—a 
flow of presentation that captures atten- 
tion, wins approval and gets the order? 
Keep your mailings simple, easy to com- 
prehend. Make the job of ordering not 
only easy, but the logical thing to do. 

6. Are you telling your readers exactly 
what you want them to do—now? Are you 
showing them the A-B-C of ordering with 
specific instructions? Mail order buyers, 


we've learned, like to be cordially yet 
firmly and definitely guided to the ob- 
jective. 


7. Are you enclosing a letter with your 
direct mail? A letter establishes the per- 
sonal tie and gives the enclosures mean- 
ing and substance. Have your letters “talk” 
with your readers. A letter says: “You 
and I can talk things over as friends.” 

8. Shopping by mail is an adventure for 
many. Receiving a package from far away 
actually thrills many people. But to gener- 
ate this positive acceptance, you must first 
win confidence and build company pres- 
tige so your prospects have pay-now- 
with-order faith in your firm. 

9. How’s your order blank? Simple, 


a eS 


Re eae a 


ae Nn a Ect 


— 


ce enaeaaaet 


pager a Rie ae aS 
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in each field 


THE LEADER 


IS ALWAYS 


THE NUMBER 1 BOOK 


for complete 


market coverage. 


TRUE 


AMERICA’S 

LARGEST SELLING 

MAN’S MAGAZINE— 

IS THE LEADER 

IN THE MEN’S FIELD 
circulation guarantee: 1,750,000 


Among automotive advertisers 
selecting TRUE as the Number 1 
publication in the men’s field are: 


AP Parts - Bowes ‘‘Seal Fast’’ . Ford 
Champion Spark Plugs - Chevrolet - Dodge 


enc 
Chrysler Institutional . Nash - Pontiac 5 
Prestone - Pyroil - Wooster Rubber | at 


Cire. Guarantee: 5,200,000 26.9% newsstand sales 
Women's Service Magazines MMMNMLDEE Circ. Guarantee: 4,275,000 42.1% newsstand sales 
Cire. Guarantee: 3,600,000 43.1% newsstand sales 
Cire. Guarantee: 2,850,000 0.7% newsstand sales 
Cire. Guarantee: 1,750,000 66.85 newsstand sales 
Cire. Guarantee: 1,700,000 14.4% newsstand sales 


Source: Stenderd Rete & Oeste Source: Publisher's statements to ABC, December 31, 1952. 
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complete, roomy, and an integral part of 
your mailing? It should be. Your order 
blanks should be so complete that if all 
the pieces of the promotion were lost, the 
order blank could still transact the entire 
deal. Give your order blanks an air of 
importance. Make them appear of real 
value to your readers. And keep your 
order blanks in tune with the rest of your 
mailing. 

10. Use return envelopes. Remember to 
allow space for the reader’s name and 
address which serves as a double check 
on mailing list accuracy. Most people like 


space and opportunity to do so. 

11. Make your mailing a unit—not a 
grab bag. Your reader should know from 
your mailings that you’re a reliable firm; 
that you know specifically what you want 
your reader to do. Your direct mail must 
have “leadership qualities’”—it must con- 
fidently guide your reader to immediate 
action. 

After you’ve done all this thinking and 
planning, don’t forget your mailing list. 
The best direct mail will go right into the 
wastebasket if it’s beamed to those who 
aren’t mail order buyers and to those who 


the stamp of character and up-to-dateness 
to an advertisement or piece of printed 
literature. A good new type face, there- 
fore, is an event over which to rejoice. 

The question of what is good typogra- 
phy will never be completely settled be- 
cause, like any art, it is in a constant state 
of flux. 

This much is sure, that typographers 
are people and they have appetites. They 


Advertising Age, April 27, 1953 


grow tired of the same old face, and find 
it exciting and stimulating to toy around 
with a new type dress. 

Calligraphy and hand-lettering are for 
those with budgets to fit. Most of us must 
do with what comes our way from the 
type founders. 

Not since the introduction of Dom Cas- 
ual have I been so excited about a new 
offering in display type. 


into achieving this compactness. 


to write their names. Give them ample have no interest in your offer. 


What's Troubling Small and Medium-Size 
Agencies? Their Questions Reviewed 


Lynn W. Ellis and his wife Mary B. operate a consulting management serv- 
ice for advertising agencies, and have done so for many years. One part of 
this service is an “Agency Questions & Answers” bulletin service mirroring 
pretty much the areas in which about 150 agency principals indicate they 
are having problems. 

The other day the Ellises put together a topical analysis of “Agency Ques- 
tions & Answers” from 1949 to the present. Shown here is a four-year topical 
breakdown of more than 1,700 items representing all 101 issues of “AQA” 
from Jan. 15,-1949, to March 15, 1953 inclusive. Creative activities are not 
included. 

As nearly as the Ellises can figure, 38.4% of Mary B.’s member agencies 
have fewer than seven people each; 42% have 7 to 14 each; 12.8% have 15 to 29 

. people, and 6.3% range from 30 people on up. 


RANK SECTOR % RANK 
1. Costs; cost ratios; costfinding 

procedures; cost of costing 8.1 
1. Preparation; preparational 


SECTOR %o 
11. Work control; traffic; progress 4.2 
12. Employment; training; person- 

nel relations (other than pay) 4.1 


purchasing; checking (audit- 12. Campaign planning - proce- 

ing) of service and invoices 8.1 dures; tools; order of business 4.1 
3. Business-getting, incl. own ad- 14. General policy and philosophy; 

vertising and direct promotion 17.2 scope of service; goals 4.0 
4. Compensation for agency serv- 15. Statistics; association mem- 


ice (client contracts, 2.7) 6.9 
5. General organization setup and 
equipment; shelter; financing 6.8 
6. Paying workers, incl. business- 
getters and contact men 5.8 
7. General administrative (forms 
and form-supply, 2.7; general 


berships; complexion of agen- 
cy industry; billing and in- 
come data 3.5 
Recognition; legal status (con- 
tractor or agent); liability 3.4 
17. Public relations (handling own 


operating betterment, 2.1) 5.7 and/or client); publicity 3.3 


7. Research, incl. library-opera- - 18. Fiscal control - budget; credit : 
: tion; sae Py analysis 5.7 and collection; insurance 3.1 


9. Legal (idea protection 2.2) 5.4 19. General; history; definitions 2.4 
10. Billing practice; procedure; 20. Account handling (AE job) 2.0 
markups, etc. (see 4 above) 4.7 21. Misc. accounting, bookkeeping 1.5 
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Tips for the Production Man... 


Quillscript, an Interesting New Type Face 


Ouillscript 
Thenew type face 


man to specify type faces. Therefore, a 
new type face is news, particularly if it 
is a new type with character and with 
attributes of usability. 

Such a new face, in my opinion, is 
American Type Founders’ recently-an- 
nounced Quillscript. It is a display face, 


48 
made in sizes from 14 point to 48 point. 
The type has animation and charm, and " 4 t 
flows easily. It is, in some respects, simi- Of ) ,) h au y 
lar to hand-drawn calligraphy which we é ignt y an € 
have so often admired and which is diffi- . . 
cult to capture with previously cast faces, ,, So legible and $0 practical 


® I especially like its easy flow of word 
structure. The new Quillscript is extreme- 


. This is Thompson Ouillscript 
ly legible. For a display face it is com- 


patible for use with many family favorites ™ First New Face Introduced In 1953 


dian, - : 
“og poe re Aggoogtienme Tad wen a a Ateaileble Only From American Type Founders 


It is medium in tone, and is properly 
used only in caps and lower case, and it 
is to be hoped that its popularity is such It is in the display sizes that type really 
that ATF will be encouraged to issue the takes on its flavor and character. In such 
new family in 60 point and in 72 point. sizes the eye can readily drink in the flow 
Despite its slant and cursive qualities, of line and the spirited play of pen-drawn 
it is an amazingly “tight-fitting” face. No _ serifs. 
little part of the designer’s skill has gone It is surprising what a few lines of an 
unusual display type can achieve in giving 


Looking at the Retail Ads 


in MORGAN'S 
Budget Shops... 


¢ 


we won't 


a 
I PEER 


sTORE HOURS: 1.15 a4 70320 0.m. I 
f OPEN FRIDAYS THLL 9 FM. 
ee ALL BAY SATURDAYS | 


By Clyde Bedell 

In a good-sized city I helped judge the 
annual show of the Art Directors’ Club. 
An interesting task! Later, seven young 
artists bearded one- of the other two 
judges and me—late at night. They 
asked us to go to the exhibit with them 
and discuss it. We gladly did. 

One was puzzled by an award for 
layout. He thought another showed much 
more originality. “Why didn’t this far 
more original one win the top award?,” 
he asked. 

I said: “Who will define layout for 
me?” 

There were a few quick punches at 
the assignment. “A layout is a blue- 
print for an ad.” “But,” I asked, “if 
that is a definition, doesn’t layout make 
any contribution to an ad? It’s just any 
plan?” 

Another ventured something about a 
“good design” for an ad. 

“What is good design for an ad?,” I 
asked. 

There was a good deal of friendly dis- 
cussion, but it was interesting that seven 
young men (all of whom make layouts 
professionally) not only had no common 
or uniform understanding of what they 
were attempting to do when they made a 
layout—they didn’t even have seven 
specific disparate views. They tacitly 
acknowledged they just “made” layouts. 

I was asked if I had a definition for 
layout. “Yes,” I said. “I believe a satis- 
factory definition is this—attack it if 
you can and show where it is unsatis- 
factory: ‘A layout is a plan for the ele- 
ments of an ad by gradation and se- 
quence for purposes of most effective 
communication.’ ” 


HENRY MORGAN & CO. LIMITED 
Cel 7. 208) 


Feu Art Sure of Cuelty ot Morgan: — & 


We then discussed the “elements,” 
and “effective” communication. We were 
in agreement. I do not criticize the 
young men. It is simply the way the ad- 
vertising world works. People may be- 
come “professional” without mastering 
any considerable body of advertising 
truth, or of the fruits of research. In 
that case they often are “creative” in- 
stead of “effective.”’ They conceal, rather 
than reveal, ad stories. 

oh * * 


Here is an ad run in a full page in a 
city of 3,000,000 people. They are trying 
to sell coats. They want to minimize the 
cost. So they show a tax blank (in 
March) and print the word “tax” more 
prominently than anything else in the 
ad. The headline leads you into a mo- 
mentary (at least) diversion at the sig- 
nature and the tax form. Then the copy 
begins with no beginning—‘“when it 
comes to fashion. . .for we’ve the newest, 
the newsiest, the prettiest, most practi- 
cal fashions...priced to please even 
piggy-bank purses.” 

Even if the idea were the best possible 
to woo a woman with words, the layout 
places obstacles in the way of easy 
reading, and helps obscure the story. 
Retail advertising is weak—not because 
there is not talent in ad departments— 
but because the talents are undisciplined. 
Without the mental disciplines of study, 
understanding, and standards, there can 
be little professional competence in any 
field. 

As stores begin to reach a rugged road 
at the end of their long gravy-train ride, 
they will begin to try to use advertising 
talent well. Now they simply use it. 
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Space Reps’ Pitch 
to Advertisers Is 
Too General: Sachs 


Cuicaco, April 21—Magazine 
advertising presentations are en- 
tirely too general to have applica- | 
tion to the advertiser’s individual 
problems, J. F. Sachs, advertising 
and merchandising manager of 
A. Stein & Co., Chicago, told the 
Agate Club, magazine representa- 
tives’ association, yesterday. 

“You can make a much better 
impression,” he suggested, “if you 
know what your advertisers have 
to sell, whom they sell them to, 
how much they sell them for and 
where you fit into that market. 

“Look at their ads,” he con- 
tinued. ““‘If they don’t have a price. 
listed in their ad, you have an idea 
for them right away. Tell them to 
include the price. That happens to 
be a little phobia of mine. If some- 
one writes a good enough ad to be | 
read, and the reader even wants 
to buy the product, which is, in my 
opinion, advertising’s only func- 
tion, then he wants to know how 
much it costs.” 


@ Mr. Sachs said that many repre- 
sentatives don’t know the brand 
names of the products the adver- 
tiser is selling. “‘I’ve had it happen | 
time and again,” he said. 

Mr. Sachs criticized some of the 
research offered to advertisers on 
the ground that small samples are 
projected to national markets, and, 
in addition, he wondered why 
magazines with Starch readership 
ratings damn them with faint 
praise by showing them after a. 
comment to the effect that few | 
people take them seriously. | 

As far as merchandising ser- | 
vices are concerned, the speaker | 
admitted that he feels many media | 
promotions are exaggerated as to. 
their value to advertisers. He said 
that he checks with buyers and 
merchandise managers of stores 
handling A. Stein’s products, and | 
finds out if they read certain mag- 
azines and if the latter are sending 
customers into their stores. Only 
if-the answers are affirmative 
does he take the store promotions 
seriously. 


s Mr. Sachs urged representatives 
to study production problems, 
since he said the high cost of pro- 
duction creates opportunities for 
selling space if a way can be found 
to short-cut production processes 
by finding other uses for available 
plates. 

In concluding, the speaker paid 
a high tribute to the value of mag- 
azine advertising. 

“I believe that magazines are 
the most desirable media for our 
products, cost-wise, appeal-wise 
and sales-wise,” he said. “I think 
a lasting impression can be made 
better by consistent magazine 
advertising than by any other 
method.” 


| 
Antennex to Len Woolf Co. | 


Antennex Co., Los Angeles | 
maker of TV antennas, has ap- 
pointed Len Woolf Co., Los An- 
geles, to direct advertising and. 
sales promotion. Trade publica- | 


tions and direct mail will be used. 


Wilson Is Cargill Partner 


Robert A. Wilson, who in 1952. 
joined Cargill & Co., Richmond, 
Va., agency, has become a part- 
ner. The agency’s name has been 
changed to Cargill & Wilson. 


Fact Finders Elects Emde V. P. 


Charles Emde has been elected 
executive v.p. of Fact Finders As- 
sociates, New York. Mr. Emde 
joined the company in 1951 as an 
account representative and last 
year was made an associate. 


Radio, TV Ouilets to Nielsen 


A total of 35 more radio and 
television stations have subscribed 
to the Nielsen Coverage Service 
of A. C. Nielsen Co., Chicago. 


_Patterson Named Ad Chief 


‘director of sales promotion and) 
‘sales training for White Labora- | 


Hubert L. Patterson, formerly | 


tories Inc., Kenilworth, N. J., phar- 


maceutical manufacturer, has been | 
appointed director of advertising. | 
| 


| “you eet 
Cleary Joins Lewis & Gilman | 


David M. Cleary, formerly an E 
officer on the U. S. Army’s public) © 7 5 sh VIO 
information staff in Austria, has) 7] 4, 


joined the public agg: aS aN 
L & Gilman, Philadelphia) ~ 
me roel — Cll Oregon Country 


Brock to Hixson & Jorgensen 
Brock & Co., Los Angeles jewel- | 
er, has appointed Hixson & Jor-| 
gensen, Los Angeles, to handle its | 
advertising. Newspapers and esp & 
azines will be used. 


when you use ror 


Armstrong Named S.M. 
W. E. Armstrong has been ap- 
pointed general sales manager for | 
Gypsum, Lime & Alabastine Ltd., 
Toronto. | 


Get all the facts from . Jou RNAL 
REYNOLDS-FITZGERALC, Inc. 


Member Metropolitan Comic & Pacific Sunday Magazine Groups 


it costs 


38. less to : 
aii 


advertise and sell 


SOAPS and CLE 


in the 
Canton, Ohio 


REPOSITORY .y 
a 


_ zz In Canton, Ohio, where water hardness measures 
" 4 t ] yy Y) et 29 grains, families spend 38% more than the 
: oar national average per year on soaps and cleansers. 
Consequently, the soap or detergent advertis- 
ing dollar invested in The Canton Repository 
reaghes a market 38% richer than the aver- 

age. On a cost-per-sale basis, then, it costs 38% 
less to secure soap and cleanser sales through 
Canton’s only daily newspaper—The Canton 
Repository. Get 38% more for your advertising 
dollar—be sure your schedule for soaps and 
cleansers includes The Canton Repository: 


100% city zone coverage; 98.8% home delivered. oi 3 
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4 A's Told Decline of 
Great Creative Talent 


ler ia A i \Or a private telephone, and who 
ly Says Big ferrind | was ignorant of mid-day Martinis 
Are Chiefly Responsible and Brooks Bros. suits. 

for Sterile Output | “Al” was a word merchant; he 


|“searched for ways to make his 


Wuirre Sutpuur Sprincs, W. Va., “iting more effective. Ways to 
April 22—One of the features of ™4ke his copy seii harder. He ex- 
an American Assn. of Advertising | Perimented. He invented. He dis- 
Agencies meeting is the evocation Covered.” In laying out the rules 
of copy genius of the past. In ask-| °F 4 new kind of writing, he un- 
ing where are the Winters of yes-|C0Vered the coupon, testimonial, 
recipe copy, sex appeal, editorial 
format, service copy, picture-cap- 
tion technique, continuity strips 
/and others. 


Four A’s Meeting 


teryear, the implication is usually 
made that the present crop of 
copymen are better dressed and} 
better organized and _ better 
schooled than their predecessors, 
but somehow have lost the spark 
which distinguished their voca- 
tional forebears. 

This year’s obeisance to the past 
was led by William D. Tyler, v.p. 
of Leo Burnett Co. Mr. Tyler sees 
some danger of running out of 
creative leaders, and “failing to re- 
produce the great creative men of 
the past.” 


s “All of these important techni- 
cal discoveries which, taken to- 
gether, strip down to the basic 
skill, to the real heart of the ad- 
vertising business—all of them 
were made by creative men,” Mr. 
O’Meara reminded his audience. 
“Not by salesmen, or marketing 


writers.” 

Copywriters discovered the ba- 
sics of advertising. “It is good to 
remember ...that personal sales- 
manship and copywriting are two 
quite different things...I myself 
@ The reasons for the smaller| have never known a salesman who 
number of creative elite these days | Could write a good piece of copy. 
are six, Mr. Tyler said: (1) high| It is well to remember that tabu- 
taxes and a diminishing personal | lating machines can’t write copy. 
incentive; (2) easy times which|! have never seen a great cam- 
didn’t develop “lean and hungry |Paign come out of one—although 
types”; (3) the war—which cost I have seen quite a few great cam- 
four years of potential creative de- | Paigns produced without benefit of 
velopment; (4) the growth of re-|4 single consumer questionnaire.” 
search, which tends to supplant 
original thinking; (5) the advent 
of television diverted potential tal- 
ent into a specialized channel. 

Sixth, and most important, is 
the size of agencies today (“three 
times as big as they were before 
the war’). In consequence, Mr. 
Tyler said, the emphasis has shifted 
from creative to the business side, | 
there has been specialization inter- 
nally, and the “all-around adman” 
is deprecated. An unfortunate re- 
sult is that the output of agencies 
is getting very much alike. “Re- 
member when you could tell an 
Ayer ad from Ruthrauff almost 
with your eyes closed?” he asked, 
“A Y&R from a Blackett, a Getch- 
ell, a Blackman or a Thompson?” 


w The basics of copy, he said, are: 
(1) promise; (2) repetition; (3) 
“value-X,” which he _ tentatively 
described as talent. “All the rest, 
as I have heard the head of a great 
agency say—all the rest is ‘plumb- 
ing’.” 

Copywriters of today are be- 
labored by a variety of problems. 
The copywriter must be able to 
turn out—in addition to copy—TV 
scripts, jingles and singing com- 
mercials, must think in terms of 


mation, limbo shots and the “Barn 
Door Wipe.” Where; in print, he is 
supposed to produce campaigns, 
not just words and advertisements, 
in TV he is frequently only a tech- 
nician, charged with translating 
ready-made ideas into TV script 
form. 


a “The uniformity of product has 
come about because we have all 
learned more and are working to- 
ward a more clearly defined, com- | 
mon goal,” he said, but he ques-| 
tioned whether the standardized 
output is a good thing. “Ours is a 
combative business,” Mr. Tyler) 
went on, “Our motive force is orig- 
inality, daring and doing the unex- 
pected. As all ads and commercials | in the way of creative capy. 

get more alike, they tend to be-| “Such research...is not only 
come less effective, even though | useless, it is subversive. It erodes 
each is based on solid selling prin- and weakens the most important of 
ciples.” all agency functions—the function 

He noted a rising dissatisfaction!...of making ads.” 
with idea content, variety, origi-| John H. Tinker Jr., creative di- 
nality and daring in advertising. | rector of McCann-Erickson, de- 
He thinks advertising people are'scribed the emergence of a new 
better than before, better trained,| creative man—one who is_ both 
but they aren’t being trained for/|artist and writer. He pointed to 
leadership. He thinks the trend to/| the skill and success of cartoonists 
cutting off creative people is a bad|as evidence of its possibility, and 
one, that admen lost from lack of| to such painter-writers (or writer- 
contact with the client, and that!/painters) as Tom Lea, James 
they badly need a more complete | Thurber, Ludwig Bemelmans, Walt 
sense of responsibility for the | Disney, Winston Churchill and 
whole account. : | President Eisenhower. 

(Mr. Tyler’s talk, incidentally, | 
was entitled “Let’s get the crea-| 8 McCann-Erickson is experiment- 
tive man out of the corner,” a sen-| ing, he said, in the use of a writer- 
timent which some AA readers | artist or writer-cameraman team, 
have echoed from time to time.) _—_an idea lifted from the magazines 

and movies. These teams land in 
s Next pluck at the lyre came | towns cold, and start out button- 


@ Carefully saying that he isn’t 
opposed to research, Mr. O’Meara 
did say he doesn’t like routine re- 
search, superficial research, re- 
search cultism, high-pressure re- 
search and dogmatic research, and 
—most of all—research that gets 


novelist who just checked out of | taking pictures. Result: “They be- 
Lennen & Newell (see separate gin to see the product in as simple 
story, Page 2). Mr. O’Meara asked and human a light as just people 
what had become of Al, the copy- do.” 

writer who was never furnished) Seeing the product plain is dif- 
with a secretary, a private office ficult for companies (“they view 


men, or research men, but by copy-| 


sound effects and visuals, of ani- | 


Whar im |b oderet ow 


+ EHCEPIED BEVERAGE INDUSTRIES, (RC rm om meine 


Beverage Industries Inc., New York distil 


U. S. News & 


... a vicious racket bits the big time 


Ce er od 


| FLOURISHING BUSINESS—In its campaign to get lower liquor 


6 2 host Grohe eee 


Licensed 


taxes, 
lers’ group, has scheduled this. page and 
| one column for the American Legion Magazine, American Press, Collier's, Editor & 
| Publisher, Life, Look, Nation’s Business, Newsweek, Publishers Auxiliary, Time and 


World Report. 


is . ® 
\it with an anxious and fevered 


\‘corporate eye’...a reflection of 
‘the scowls of stockholders, man- 
agement, production and sales”) 
and for advertising agencies (“up 
to its armpits in conflicting opin- 
ions, charts and other aids!”). 

The plan is paying off, Mr. Tin- 
ker reported, and the writer and 
artist combination is producing 
good ideas. 


Philip Ritter Sr., 
Pioneer Adman, Dies 


in Hawaii at 89 


New York, April 23—Philip 
Ritter Sr., 89, a pioneer in the ad- 
|vertising agency field here, and 
|founder and former president of 
|Philip Ritter Co., now a division 
‘of Fred Smith & Co., died April 
|20 in Hawaii, where he had lived 
since his retirement in 1948. 

A native of New York, Mr. Rit- 
ter spent all of his active business 
life in advertising. He started as an 
advertising space broker, buying 
pages and half-pages in various 
New York dailies and then selling 
small space units to different ad- 
vertisers. Later, he became an ad- 
vertising representative for the old 
New York Press. 


® In the late 1880s, Mr. Ritter be- 
came a partner in Volkmann Ad- 
vertising Agency. In 1903 he ac- 
quired control of the agency and 
changed the name to Philip Ritter 
Co. Subsequently, his son, Philip 
Ritter Jr., and the latter’s son, 
|Philip Ritter III, entered the busi- 
ness. Mr. Ritter Jr. died about six 
‘years ago, and Mr. Ritter Sr. re- 
'tired in 1948. In 1950, the agency 
‘became a division of Fred Smith 
|& Co., and Mr. Ritter III became 
vp. and media director, the posi- 


| tion he still holds. 


_Fawick Promotes Metz 


Theodore E. Metz, with the com- 
pany since 1948, has been pro- 
moted to advertising manager of 
Federal Fawick Corp., Cleveland. 
/Mr. Metz has been advertising 
manager of the Fawick Airflex di- 
vision, manufacturer of industrial 
clutches and brakes, and of Fawick 
Airflex Co. prior to the merger of 
Fawick and Federal Motor Truck 
Co., Detroit. 


Griscom Promotes Hunter 


moted to manager of advertising 


‘and public relations for Griscom- | 
Russell Co., New York manufac-| 


turer of heat transfer apparatus. 
/Mr. Hunter will also be in charge 
of product bulletins and the com- 
pany’s house organ. 


from Walter O’Meara, the adman-|holing prospects, asking questions, | William H. Hunter has been pro- | 


Harry Carroll, 60, 
Hyatt Ad Manager 


for 28 Years, Dies 


East ORANGE, N.J., April 22— 
Harry M. Carroll, 60, since 1925 
advertising manager of Hyatt 
Bearings division of General Mo- 
tors Corp., Harrison, N.J., died 
| yesterday in East Orange General 
Hospital after a brief illness. 

Born in Boston, he grew up in 
the Midwest. He joined the Hyatt 
organization in 1915 and became 
advertising manager of the farm 
/implement division in Chicago. In 


| 


| 


turned to Hyatt. 

Mr. Carroll 
founders of Industrial Marketers 
of New Jersey. 


WILLIAM J. CROMPTON 


New York, April 21—William 
J. Crompton, 72, former adver- 
tising manager of the New York 
Daily Mirror, died April 15 after 
a heart attack. 


advertising staffs of several New 


ing the last few years he had been 
in semi-retirement. 


RUTLEDGE BERMINGHAM 


New York, April 21—Rutledge 
Bermingham, 60, former v.p. of 
Engineering Magazine Co., whose 
|publications (Factory, Industrial 
| Management and Industry Illus- 


_trated) were bought by McGraw- | 


| Hill Publishing Co. in 1928 to form 
the present Factory Management & 
, Maintenance, died April 19 in Mid- 
‘town Hospital. 

Before entering the industrial 
publication field, he had been ad- 
vertising manager of Scribner’s 

|Magazine. Since retiring from 
_business several years ago he had 
devoted most of his time to travel. 
He was a brother of Arch Ber- 
mingham of Bermingham, Castle- 
man & Pierce, New York agency. 


Rich Plan Places Trade Ads 


_ Rich Plan Corp., Los Angeles, 
| has launched a national trade cam- 
paign to attract dealers for its 
freezer food plan. Full-page ads 
will run in the May issues of 
Quick Frozen Foods, Frosted Food 
Field and Frozen Food Age. J. 
Russell Calvert & Associates, Los 
Angeles, handles the advertising. 
Carrier Corp., Syracuse, is the sole 
‘maker of the Rich Plan freezers. 


1921 he moved to the Remy Elec- | 
‘tric Co., Anderson, O. Two years | 
later he joined Campbell-Ewald | 
Co. in Chicago, and in 1925 re-| 


was one of the)! 


Born in Texas, he served on the 


York dailies and joined the Mirror | 
in 1924, when it was started. Dur- | 
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NBC Wins Most 
Peabody Awards 


__ New York, April 24—The 
George Foster Peabody Awards 
lunch turned out to be a field day 
for the National Broadcasting Co. 

_ Seven out of 11 of the radio-TV 
citations, which many people in 
_the industry consider to be the 
_most distinguished in broadcasting, 
/went to NBC. 

| Presentations were made today 
|}at a meeting of the Radio & Tele- 
vision Executives Society by Ed- 
| ward Weeks, editor of the Atlantic 
| Monthly, and chairman of the Pea- 
| body board, which selects the pro- 
‘grams to be honored. Winners 
were announced by Dean John E. 
Drewry of the Henry W. Grady 
School of Journalism of the Uni- 
versity of Georgia. 


® Citations, 
to: 

| Radio news—Martin Agronsky 
|for “outstanding news coverage 
during 1952.” Mr. Agronsky, whose 
| morning newscast is sold co-op 
| over ABC radio, was one of that 
|/network’s busiest commentators 
| during last year’s political conven- 
tions and elections. 

| Radio music—New York Phil- 
|harmonic Symphony Orchestra 
_ (sponsored over CBS by Willys- 
| Overland Motors) and the “Stand- 
ard Symphony” (sponsored on ra- 
dio and TV over NBC on the Pa- 
cific Coast by Standard Oil of Cali- 
fornia). 

TV education—‘John Hopkins 
Science Review,” from WAAM, 
Baltimore, over DuMont. 

TV news—“Meet the Press” 
(Revere Copper & Brass, NBC). 
The radio version of this program 
won a Peabody award in 1946. 

TV entertainment—‘Mister 
| Peepers” (Reynolds Metals, NBC) 
and “Your Hit Parade” (Lucky 
| Strike, NBC). 

TV youth and children’s pro- 
| grams—‘Ding Dong School” (Gen- 
/eral Mills, Scott Paper Co., NBC). 
Special TV award—‘Victory at 
' Sea” (sustaining, NBC). 

| Regional public service—WIS 
(NBC), Columbia, S. C., for a “pio- 
neer effort in bringing to its com- 
munity the remarkably well con- 
‘ceived and accurate series, ‘The 
| United Nations Needs You.’” 

| Local public service (TV)— 
| WEWS (ABC, CBS), Cleveland, O., 
for striving to “increase harmony 
and understanding amid diversity 
by cooperating with varied racial, 
religious and economic groups.” 


by categories, went 


FC&B Elects Eagan 
V.P. in Chicago Office 


W. Robert Eagan, for the past 
four years head 
of the merchan- 
dising depart- 
ment of Foote, 
Cone & Belding, 
Chicago, has been 
elected a v.p. 

Before joining 
the agency, Mr. 
Eagan was asso- 
ciated with Kro- 
ger Co., Chicago. 
for 20 years. At 
the time he left 
the company he 
was grocery merchandiser of the 
Kroger Chicago branch. 


W. R. Eagan 


‘American Boy’ Merges 
with ‘Open Road Magazine’ 


American Boy—Mark Trail, 
Minneapolis, a Wret publication, 
and Open Road Magazine, pub- 
lished by Holyoke Publishing Co., 
New York, have merged, effective 
with the July issue. The merged 
magazine, to be known as Ameri- 
can Boy, will publish monthly in- 
stead of quarterly. The merger is 
not a sale. 

F. K. Watts will serve as adver- 
tising director with offices in New 
York, where editorial offices also 
will be located. 


Adve 
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Newspaper Controllers Urge More Careful 
Cost Accounting to Offset Rising Costs 


New YorK, April 22—Rising | page. Minutes per page can be 
composing room costs can be off- projected into man-days for more 


set only by more realistic cost realistic analysis.” 


Orr Agency Forms Link With 
Nicholson, a British Agency 


F. A. Nicholson, managing di- 
rector of Leggett Nicholson & Part- 


ners, British advertising agency, | 


has arrived in New York to com- 


plete negotiations with Robert W. | 


son will be named a v.p. of Orr & 
Associates. 


_ New Photo Copy Machine Bows 

Copy-Craft Inc., 105 Chambers 
| St.. New York, is introducing a 
new photo copy machine known as 


accounting. 

This prescription is advocated | 
in a new report prepared for the 
Institute of Newspaper Controllers | 
& Finance Officers by Poynter 
McEvoy, assistant professor of | 
journalism at Indiana University. | 

Entitled “The Need for a New 
Look at Rising Composing Room | 
Costs,” the report, now being dis- 
tributed to the institute’s 400 mem- 
bers, points out that higher wages 
and lower production per man 
have run hand in hand since 1945. 

This has led to charges of slow- 
down, the report says, but man- 
agement may also be to blame. 
The impact of changing conditions, 
tighter pages, smaller advertise- 
ments containing more text and 
day-to-day composing room con- 
trols should all be examined cost- 
wise, Prof. McEvoy says. 


s “There is a need for a common 
denominator in measuring com- 
posing room costs,” the report 
says. ‘Page costs are computed in 
different ways by various news- | 
papers, such as ‘payroll in hours,’ | 
‘payroll in money’ and ‘pages.’ | 
Comparisons between newspapers | 
therefore become dangerous, be- | 


cause these figures have different - 


meanings. 

“What we need,” the report 
declares, “is a page cost which | 
accurately reflects expenditure of 
labor hours and money. Even that 
would require further analysis) 
before it can be used to measure) 
relative production per man.” 

Changes in deadline, copy flow, | 
‘copycutting practices and other 
local customs have a direct bear-. 
ing upon costs and upon produc- 
tion per man, the report says. 
Manpower needs are also affected 
by changes in time elements. For 
example, the one-edition news- 
paper enjoys a cost advantage over | 
the one with several editions. Be- 
cause of this, the report contends, 
hours available to complete the 
first edition will probably deter-| 
mine the relative efficiency of a 
newspaper plant. 


s “Outside economic pressures, | 
such as newsprint cost and supply, 
are sometimes to blame. When. 
they lead to ‘tightening up’ the) 
average page, for instance, the. 
printer receives less credit for do-| 
ing the same or more work. He 
may work just as fast, but unit. 
costs still jump if the newspaper | 
crowds more lines into available | 
space.” 

Three steps to follow in check- 
ing costs and trends suggested in 
the report are: 

“1. Establish definitions of pages 
and of labor hours that will fit 
local conditions. Decision must be) 
made on handling of published 
pages, overflow and overset, based 
on available records and local 
practices. 

“2. Select an adequate survey 
period. A study based on individ- 
ual weeks may be too detailed to 
show long-term trends. The calen- 
dar quarter is recommended for 
long-term analysis, because each 
quarter crosses peaks, and fluctu- 
ations have a rounding-off effect. 


s “3. Determine a_ base period 
against which all calculations can 
be made. This can be the average 
of any reasonably ‘normal’ period 
selected from 1935 through 1940, 
but should embrace 12 consecutive 
quarters of fairly satisfactory 
costs. 

“Minutes per page should be 
computed in as much detail as 
payroll data will permit, and the 
‘average page’ for each period 
should be determined in order to 
calculate the effects of changes in 
the amount of work to be done per 


Copies of the report may be 
obtained for $5 each from the 
institute at 230 W. 4lst St.. New 
York 36. 


fashion show Flals 


te Shoe: anae Hates Choe 


Rodger Joins Leonard Sive 
Robert W. Rodger, formerly ad- 
vertising manager for Jung Arch 
Brace Co., Cincinnati, has been 
appointed traffic manager of Leon- 
ard M. Sive & Associates, Cincin- 
nati agency. 


Carolyn Sadow Joins Levine 
Carolyn Sadow, formerly with 
Sapphire Hosiery Co., New York, 
has joined the copy department of | 
Mervin & Jesse Levine Inc., New | pars pag 


York agency. | this display stand for Fashion Show flats 


‘lewish Times’ Goes Weekly |mode by Lucky Stride Shoes Inc., Mays- 

The Jewish Times, Youngstown, | Ville, Ky. Rockmore Co., New York, Lucky 
O., formerly a semi-monthly, is. Stride’s agency, created the display for the 
now being published every Friday. ' company. 


Shoe dealers are being offered 


Orr & Associates “for a closer link the Photorapid. The machine uses 
between the two agencies.” 'no camera, dark room or open 
Robert Orr, president of the U.S.| trays to produce permanent photo 
agency, will join the board of the copies on various kinds of paper, 
British agency, while Mr. Nichol- according to the manufacturer. 


Animated Visual Aids —within every budget! 
melton am 


pictures 
without 


—rr_a_ste hh 
+ * ‘ect 
MOVIE VIEWER! * bi screen 
erewinds without reloading « action —slow—stop motion 


The Melton Movie Viewer makes possible sales representa- 
tion and training orientation programs without great invest- 
ment— without complicated equipment or operator skill. 
Black and white or color film that you take may be edi 
and shown over and over again in this handsomely designed, 
skillfully engineered movie viewer. Let us help you to use 
the powerful medium of visual aid —economically —for 
added sales. Write for brochure: New View to Sales 


MELTON INDUSTRIES, INC. rewo, wevana “P**: Pend: 


The welcome mat is out in the “City of Homes” 


In Philadelphia your message always receives a hearty welcome when it goes home on WCAU-TV. 


Look at the facts. 2 out of every 3 families turn to WCAU-TV during the weekday daytime hours. 
Mostly kiddies? Not by a box top! WCAU-TV’s superior programing attracts a daytime 
audience of 55% purse-holding women—nearly twice the average of Philadelphia’s other 

TV stations. And it’s a big audience! For Philadelphia has a higher percentage of TV sets 
(over 90% of the families) than any other major city in the country ... and nearly 

80% of the families watch daytime TV during the working week. 


Conclusion? A timely one. 20% more national spot advertisers use WCAU-TV than any othe) 
Philadelphia TV station because experience has shown... 


Mt’s the time to buy... 


WCAU-TV 


The Philadeiphia Bulletin Television Station » CBS Affiliate - Represented Nationally by CBS Television Spot Sales 


Source: Philadelphia ARB, Feb. 1953. 
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work. 


Top creative layout man with occasional or regular flashes of 
ideas, and advertising agency experience. 

REWARD — $10,000 — REWARD 
plus bonus from top national corporation in big Midwestern city. 
Creative thinking rather than technical ability, ideas instead of 
comprehensives are the identifying factors for sales promotional 


Other WANTED characters include black and white copy- 
writers, copy chiefs and more copy writers. 


GLADER CORPORATION 


Stanley D. Koch, Direetor Advertising Division 


“Our 42nd Year” 
WANTED — ALIVE!! 


“The Agency's Agency” 
A Bonded Personnel Service 


110 S. Dearborn St. 


! 
| 
ADDRESS 
! 
1 


All phones: CE 6-5353 


Chicago 3, Ill. 


NEED A REP77 


Publishers’ rep can take on two 

additional magazines (trade or gen- 

eral) in east. 

Inquiries will get prompt attention-— 

as many details as possible, please. 
Box 482 ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


SALESMEN PART TIME 


Prefer men who know POP advertising 
and Graphic Arts. This is not a printed 
product but an exclusive specialty well 
known and used by leading advertisers. 
Established business furnished —leads fur- 
nished—good home office co-operation. 
Territories open: Minneapolis, St. Louis, 
Atianta, New Orleans, Dallas or Fort 


Worth, 
ADVERTISING AGE 


Box 483 
200 E. Illinois St. Chicago 11, Ill. 


Information for Advertisers 


No. 4633. lowa Farm Data 

A recent study, based on tabula- 
tions gathered by the U. S. Bureau 
of the Census, compares percent- 
tages of farm income, production 
and investments of subscribers to 
the Midwest Farm Paper Unit in 


Illinois, Indiana, Nebraska, Iowa, No. 4639. “How To Sell Through creative copywriter 30-35 years old for 


Wisconsin, Minnesota, North and 
South Dakota with averages for 
the U. S. and for the other 40 
states. 


No. 4635. $1 Billion Hospital Build- 
ing Market. 

With sales potentials for this 
market expected to pass $1 billion 
in 1953, Hospital Management ex- 
plains its plan for reaching archi- 
tects and describes its weekly con- 
struction bulletin with informa- 
tion on contracts awarded, con- 
struction proposed, and names of 
architects involved, in a 36-page 
booklet, ‘“‘The Hospital Architect 
and the Hospital Construction and 
Modernization Market.” 


No. 4636. “Aids to Letterhead De- 


sign.” : 
A portfolio, “How To Design a 
Letterhead,” offered by Parsons 


Paper Co., contains samples of ten 
different letterhead designs for a 
variety of businesses and a four- 
page discussion of basic rules for 
letterhead design by Lester Beall. 


No. 4637. “Making an 
Presentation.” 

A booklet, “Effective Presenta- 
tion,” offered by Henning & 
Cheadle Inc., lists a series of steps 
in the planning of a presentation, 
plus a check list of “do’s” and 
“don'ts”. 


Effective 


No. 4638. “Converting Letterpress 
Plates to Offset.” 

A method of converting offset 
plates for offset use with trans- 
parent impressions is described in 
a folder issued by Monsen-Chicago 
Inc. 


| No. 4634. “Use of Plastic Signs in 
Color.” 

| The April issue of SIGNews 
shows examples of plastic neon 
'signs in color as they are being 
/used by national advertisers. 

Advertising Specialty Jobbers.” 
| This booklet explains the basic 
characteristics of the advertising 
specialty market from getting 
started in the field thru a sum- 


mary of trade customs and the de- 
velopment of a selling plan. 


No. 4640. Incentive Plan for Sales- 
men, 

A booklet, “Incentives at Work” 
prepared by Belnap & Thompson 
Inc., suggests methods of planning 
prize campaigns for salesmen and 
illustrates the various methods 
with case histories. - 


No. 4628. Growth of Self-Service 

Stores Charted. 

Showing that 79% of all gro- 
cery store sales are now made 
through self-service stores (it was 
1% in 1930), Outdoor Advertising 
Inc. offers a new analysis—‘“Super 


| Stores.” It studies the growth and 


|importance of self-service in the 


} 


| 


| 


Markets and Other Self-Service | 


| United States by regions, city-size | 
| groups, and individual cities over) 
| 25,000 population, listing the num- | 


,ber of supermarkets and other 


| self-service stores in 501 cities and 


‘the percentage of total grocery 


| market. 


No. 4624. Waterloo Area Grocery | 


Route List. 


j volume they account for in each | 


| 


The Waterloo Daily Courier of- | 
fers a new “1953 Waterloo Trade | 
Territory Grocery Directory” | 


which gives route lists for the city 
itself and for 190 surrounding Iowa 
communities. A list of city drug- 
gists is included. 


Note: Inquiries for the items ligted above will not be serviced beyond June 8. 


USE COUPON TO OBTAIN INEORMATION 


—please print or type) 


NAME 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 


THe ApvertisinG. MARKET PLACce 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines fer box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 
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HELP WANTED | 


COMMERCIAL ARTIST AND 
DRAFTSMAN 


HELP WANTED 


BARNARD 


A service or employers and applicants Ad Mgr. 
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POSITIONS WANTED 


INDUSTRIAL A. E. - COPYWRITER 
seeks permanent connection with growing 
| medium-size agency. Excellent record of 
| planning, preparing and directing success- 
ful campaigns for leading manufacturers. 
| Thorough knowledge of technical and 
functional aspects of wide variety of in- 
| dustrial products and agency operation. 
| Engineering education. Journalism degree. 
Box 5693, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 

| NEW ENGLAND PREFERRED 

| Seeking organization of integrity to util- 
|} ize my 5 years experience as Asst. and 
for industrial instrument and 


Small, fast growing display company in | in the fields of advertising and publishing. | consumer hard goods mfgrs. Catalogs, di- 


Midwestern city, Manufacturers of itin- | Office and Professional 
erant and trade show exhibits, Needs man | 176 W. Adams Street 


familiar with advertising display business. | 
Must know silk screening processing. 
Write giving qualifications and expected 
salary. 
Box 5687, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Iil. 
ADVERTISING & PUBLISHING 
FOR ALE TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENT 
209 S. State St. Ha 17-2063 Chicago | 


Combined production and layout person | 
for small publisher. Give complete resume, 

experience, education, age, references, sal- | 

ary required. 
Box 5685, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


ADVERTISING MANAGER wanted for 
mfg. company in Chgo.; 5 years exper. 
in direct mail promotion, advertising, lay- 
out. Must be good copywriter. Age to 38, 
salary $8,500. 


DOROTHY DOCKSTADER 
Employment Consultant 
De Paul University Building 
64 East Lake, Chicago 
For app’t, phone Randolph 6-6168 


CEntral 6-3178 | rect mail, 
Chicago 3, Ill. 


CREATIVE COPYWRITER WANTED 


| Small, growing mid-South agency offers | 
| excellent opportunity to outstanding cre- | 
ative copy man. Must be able to develop | 
| fresh, sound campaign ideas and copy for 
| all media on all types of accounts. Must 
| be of potential management calibre. Some | 
| production know-how and previous con- 
tact experience or ability desirable. Please 
send complete resume, including salary 
requirements. Your letter will be kept 
confidential. 
Box 5663, ADVERTISING AGE | 
200 E. Illinois St. Chicago 11, Il. | 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 


PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


Nationally known advertising book match 
manufacturer offers you opportunity to 
place space contracts on advertising book 
matches on low cost distribution plan. If 
you can sell magazine, radio, TV, etc. 
space, you can sell space on advertising 
book matches. We pinpoint metropolitan 
areas in the United States. Liberal com- 
mission. Outright sales to hotels, indus- 


trade shows, consumer-trade 
ads, point-of-sale, agency contact, in- 
| quiries, planning, purchasing. Strong ad- 
ministrative. College, 33, family, $4500- 


Box 5694, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


CHICAGO ACCOUNT EXECUTIVE - 
COPYWRITER desires new agency con- 
nection for his clients and himself. Sal- 
ary basis only. Small-Medium size agency 
preferred. 

Box 5691, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 
POINT-OF-PURCHASE 

DESIGN - LETTERING - AIRBRUSH 

15 yrs. Top Drug, Cosmetic, Food Accts. 
Box 5692, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


Young woman, Northwestern graduate, 
English major, interested in copywriting 
job in advertising or publicity - Chicago 
area. 

Box 5690, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 
PROD. MGR. or Asst. with 12 years exp. 
7 years agency. Salary $5200. 

Box 5696, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


SPACE SALESMAN - Energetic and am- 


on el ee roe Se go ae gr or bitious young man with 5 yrs. exp. selling 
Export Advertising a wed Lead- eg — or a us or part | and merchandising would like to work for 
ing International Publisher — 7 ~ well-known publisher in Chicago area. 
Excellent opportunity for midwestern MATCH CORPORATION OF AMERICA Age, 28, cameiied. univ. grad. & = 
salesman in fast growing organization. 3433-43 W. 48th Pl. Box 5695, ADVERTISING AGE 
Managerial future. Age 26 - 38. Export Chicago 32, Ill. - 200 E. Illinois St. Chicago 11, Ill. 
experience, particularly in Latin America, Attn: W. E. Scaman COPY CHIEF delivers 7 39.995, fully 
important. Good earning possibilities.| WRITER - Technical publications. Must 4 4 with rN a yeees aa 
Resume to Box 5688, ADVERTISING AGE,|be experienced in preparing equipment | ©@¥!Pped wi ee a ee 


200 E. Illinois St., Chicago 11, Ill. Our 
employees know of this advertisement. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 

BANKERS BLDG. CHICAGO 11, ILL. 
WANTED - CREATIVE COPY MAN 

Fast growing 4-A Chicago agency wants 


consumer package products field - all 
media. Knowledge of merchandising, lay- 
out, art and promotion essential. Good 
salary. 

Box 5686, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Hl. 
SALESMAN WANTED - excellent terri- 
tories open for men who know advertising 
sales. Substantial commission with long 
term override for aggressive salesman to 
promote development of new award-win- 
ning national publication. Only men inter- 
ested in high level selling will be con- 
sidered. Send full information about your 
sales experience and preferred territory. 

Box 5676, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


‘mary campbell agency. 


165 West 46th St., N.Y.C.  JUdson 6-5374 


ADVERTISING 


MANAGER WANTED 


One of America’s great manufac- 
turers of industrial products and 
home equipment seeks an experi- 
enced administrator to coordinate 
all advertising activities. First and 
foremost, we want a man who can 
organize and expedite; less impor- 
tance is placed on his writing ability. 
The man we select will head up our 
Advertising Department and func- || 
tion as liaison between our execu- |. 
tives and our advertising agency. He | 
will be responsible for a full pro- || 
gram of national magazine, trade 
paper and newspaper advertising, 
including dealer co-op, literature 
and sales promotion. Salary will cor- 
respond with the caliber of the man 
hired. If you can fill these require- 
ments, we suggest you write a com- 
plete resume of your personal his- 
tory and qualifications and mail it to 
Box 486, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11,. Ill. Personal 
interviews will be arranged with a 
number of preferred candidates. 


or training publications for industry or 
armed forces. Ability to interpret specifi- 
cations and blueprints essential. We want 
a top-flight man able to produce, and are 
ready to pay salary commensurate with 
ability. Location is Southern Wisconsin 
lake area. Write 

Box 5648, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


FOR ADVERTISING 
VV2 HOOVER 

Confidential service for 
employer and applicant 


DRAKE PERSONNEL 


Suite 1009 
7 W. Madison + Financial 6-2100 - Chicago 2, Ill. 


ERSONNEL 


TV AND FILM 
EXPERT 


With Hollywood credits and solid 
4A copy-plan-account execu- 
tive experience on national ac- 
counts, now employed, wants 
post as director of TV activity 
with agency or advertiser. Pub- 
lished authority, excellent refer- 
ences, superb contacts in all 
phases of amusement and ad- 
vertising fields. 

Box 480 ADVERTISING AGE 

801 Second Ave. 
New York 17, N. Y. 


AN INVESTMENT IN 
AGENCY PROFITS 


Young (37), veteran account ex- 
ecutive with exceptional record in 
organization of, planning for, and 
contribution to the growth of var- 
ied accounts, wants to join that 
Chicago agency which recognizes 
the profit potential in efficient ac- 
count handling. Heavy in foods, 
but retail executive background 
stamps him “expert” in helping 
manufacturers market through 
department and specialty stores. 
Salary, $16,000. 

Box 484 ADVERTISING AGE 
200 E. Illinois St., Cihcago 11, Il. 


for a good agency. 


change — but my ability 


200 E. Illinois St. 


ADVERTISING, PROMOTION MANAGER 
WANTS TO TALK TO AGENCIES! 


For almost 20 years I’ve been a client. Now I would 
like to use that experience as an account executive 


In present job for well-known durable goods man- 
ufacturer I invest considerably more than a million 
dollars a year. The account isn’t for sale in this 


For confidential get-together, write 


Box 481 ADVERTISING AGE | 
Chicago 11, IIl. 


and experience are. 


of craftsmanship (White sidewalis extra.) 
Box 5689, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 
4. ARTISTS FOR THE PRICE OF ONE!! 
1. Art Director - Reliable, Progressive. 
2. Mlustrator - Imaginative, Versatile. 
8. Layout Man - Dramatic, Crisp, Fast. 
4. Cartoonist - Fresh style, Individual. 
If you’re looking for someone with ver- 
satility plus, I'm your man. $7400.00 per 
annum. Write for samples. .TODAY! 
Box 5674, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


MISCELLANEOUS 
Space For Rent: Entire second floor of 
near north side business location. Suited 
for small advertising or art agency. Also 
suitable for combination living and busi- 


ness space. 
THE SURREY 
152 E. Ontario Street 
Call De 7-9231 after 3 P.M. 


ADVERTISING DISPLAY SALESMEN 
Plastic and Thermoplastic Displays 


One of nation’s leading manufacturers of 
fine point of purchase displays has open- 
ings for a few top notch representatives 
in some very desirable territories. 
This is for exclusive territorial arrange- 
ment. Salesmen must be creative, experi- 
enced and should have a following. Liberal 
commission basis. 
KIRBY-COGLSHALL-STEINAU CO. 
606 E. Clybourn Street 
Milwaukee 2, Wisconsin 


WANTED — 
Advertising Manager 
Nationally known Midwestern in- 
dustrial corporation manufacturing 
and selling widely diversified line 
of products and services seeks man 
thirty-five years of age or under for 
advertising manager. Position re- 
quires full knowledge of all phases 
of industrial advertising, including 
mechanical production, sales promo- 
tion, and the rudiments of employe 
and public relations. Engineering 
background preferred. Send com- 
plete details covering family history, 
education, advertising experience 
and positions held, military status, 
salary range, and photograph. Do 
not send samples. Excellent oppor- 

tunity. All replies confidential. 
_ Box 479 ADVERTISING AGE 
§0i Second Ave., New York 17, N. Y. 


ASSISTANT 
ADVERTISING MANAGER 
WANTED 


Leading manufacturer of indus- 
trial and consumer products seeks 
a level-headed young man with 
house organ experience to assist 
the advertising manager. Primary 
duty will be the editing and prep- 
aration of two house publications 
circulated among dealers, but the 
job will also involve diversified 
activities in connection with a 
full program of national magazine, 
trade paper and newspaper adver- 
tising. Salary will fit the capacity 
of the man hired. Applicants are 
invited to mail complete resume 
of personal history and qualifica- 
tions to Box 485, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 
11, Ill. Personal interviews will be 
based on written applications. 


Adi 


oe Se 2a ee ee «Rates Pe cng meee, Cees pals San Pm TE URC ls Gee ee. Ooty Oe ee Oe 1c iene cee) er TMU ERM Cannan Rien SR TS. 2 ORS NS 7 aie ia 
A REAEEY os ee Ke Gt ea ae as * Spe Ya Soe ea est CoH eas Ct ae, es Ae AE Be ee ap a gs re a ete ge oe a , paras Ss 5 ie Gan Meer. emt ee OY end oe me ya siete ee ie eS et Se Sr) eo ee ae on : 2 ne 
permet tg). ME, 8 ia aie SA Aas ems io a a Doth 1 ES Tera ater a Vue. Wiel Cpaaay Ree SS Se cin Tue Maa ws oy eee at au BE ont ae tee aie a 
teak aoe 6 URE) AG ES NE a Wee de hy STR as Se ek ye See eet Oi A aie oe eee Merete FM pi Re a Se ee 
ees ; ae ‘ : é a ee . ae A ; " 2 : a sae reer <a TT EE 
a ‘ ; prac i 7 Zag Pee oa 
re e A ‘ % “%. . 5 
= 
. 60 . . Ps | 
le | 
ie | 
as ee ees 
See Ld a 
= fC Ree 
. he | W 
es | YN / 
é Sese 
= x 
— sss sams wee! 
oe 
| 00s te 
ee : 
) 
Z a , S 
Ee RB 
ee es 
fe 
nh % 
ay ee 1 
a HY == = —_ — wee 4 
aes | 
siete MEI 
ee nok 
So | yea 
ee = may 
=a per 
zs F tae = inte 
. N. 
~ | 
7 SE a 1 Te 
d 
; F Yo 
$3¢ 
“A | vel 
= } att 
le inc 
clash 7 | 
aes ——_—_—_ , oer 
stanes pa. 
sit - = leg 
wee $4: 
ht % - q pr 
ae | ; 
ie | ee = 
ae CB Narre rrasanrr ans in 
Be a | 
: fet ws J ; 
ad ste 
Ree ——— po 
= , - to 
Bole for Copywriters es d rd 
ae Production men 
wee as BE cere Op Peak hoe Oa ata: i 
po pe a 7 and Artists | tr: 
Gaye Lb ES ta 7 ve 
nal ; : of: 
Le | lov 
ns 2 2 Be 
i) ee | 
~~ nl Ws 3 
as 
ee 
se a | 
- ae Fg 
a | 
iemenmenenns 356904: clr 
a 1 
= («| | a 
ee 
4 ee | | 
Y 
» ee Ne ; 
a ale eee eee eee aia asec cw ecw wren eee ee Ce Cr er er er —_—_—__—_———— 
Ris tneal 
Sicha ea 
eae: 4 
cir. : ; : preg Saat Phas ee eo - Me eo ie a ese ac ee 
e 7 eed is 7 2 or ee 3 Mfg hw at tae i eile 22 :# y et ake 2 tut “Sh Se siya pare Syek tel gS aR gh aoe % ir ¢ f- ‘at xs 5 4 : Saw Fon ‘ - s ‘ bat ae 3) : vig 


Advertising Age, April 27, 1953 


What R. J. Reynolds Spent in Five Media, 1948-1952 


(Newspapers, Outdoor, Spot Radio and TV, Etc., Not Included) 


 BA%o x ee 
RHA ) v3", 


MEDIA BREAKDOWN—The chart above shows how R. J. Rey- 
nolds Tobacco Co., seventh largest advertiser in the U.S. last 
year, has allocated its ad budget in general magazines, farm 
magazines, newspaper supplements, network radio and network 
TV from 1948 through 1952. Last year Reynolds put the same 
percentage (53%) of its budget into network TV that it put 


into network radio in 1948. One-fourth of 


I951-si1.2 


fe Wy FARM WZA NEWSPAPER NET NETWORK 
J MAGAZINES AQ acazines Jocurorements Pool mAork ETWO 


its budget still goes 


into radio, however, while general magazines last year got only 
18%, as compared with 42% in 1948. Total annual expendi- 
tures are shown at the base of each column, with 000,000 
omitted. This chart covers only Reynolds’ expenditures in the 
five media listed; it does not include the company’s newspaper 
advertising, outdoor, spot radio and TV, etc. All figures are 
based on data compiled by Leading National Advertisers Inc. 


19Se2°$i4.2 


New York State Will Invest $300,000 to Lure 


Tourists and New Business and Hold Others 


AuBaNny, N. Y., April 21—New rida ranks highest, it said, with; KRTV, Little Rock, Ark., which) 
began operations April 5. | 


York state will spend a record 
$300,000 in 1953 on newspaper ad- 
vertising and in other media to 
attract tourist dollars and new 
industry. 

This expanded publicity pro- 
gram of the state commerce de- 
partment was authorized by the 


legislature. An appropriation of| 
$436,414 was set up to finance the | 


project, including salaries. 

In seeking the additional funds, 
the department said it was alarmed 
at the gradual undercutting of the 
Empire State’s lead in population, 
industry, trade and income. 

Robert E. Robischon, director of 
state publicity, describes the pur- 
pose of the program as “an effort 
to meet the increasing competition 
from other states and governments 
for the tourist dollar and the at- 
traction of new industry.” 


s Of the 39 states with active ad- 
vertising programs, department 
officials’ said, New York has the 
lowest per capita expenditure. Flo- 


23.5¢ per capita for state adver- | 


tising. 
| Last year New York spent only 
one-fourth of a cent per resident 
|for state promotion, while Califor-| 
nia was spending 6.3¢ per capita to. 
attract new industry and travelers. 
Out of its new funds the depart- 
ment is planning to set up a job of 
business promotion representative 
at $8,200 a year. The job calls for 
inducing out-of-state industry into | 
settling in New York. 
Of its $300,000 fund, the depart- 
ment plans to spend $225,000 in’ 
travel promotion and $75,000 in 
publicizing industrial sites. 


R&R Names Veitch 

James Veitch, formerly with 
‘Erwin, Wasey & Co., New York, 
has joined the creative staff of 
Ruthrauff & Ryan, New York. 


Farm Publishers Join AFA 

The Agricultural Publishers, 
Assn., Chicago, has been elected | 
| to membership in the Advertising 
Federation of America, New York. | 


DO YOU KNOW THIS 
ADVERTISING MAN? 


McDonald Heads KRTV 

Patt McDonald, formerly mana- 
ger of WHHM, Memphis, has been | 
| appointed general 


£ SHORE ELE 


TION 
LECTROGRAPHIC Cora pester 8-1010 
1724 «ve puren st. * © 


manager of 


CTROTYPE DIV. 


WO 
N 


You'll do him a favor by calling this opportunity to his atten- 
tion. He is now creating successful advertising in some agency 
or industrial advertising department. Perhaps circumstances 
block his progress or he may be interested in getting away 
from a congested metropolitan center. Here is an opportunity 
for him to use his creative ability to the fullest. Continued 
growth and expansion of this 24 year old agency prompt our 
search for this man. He will work with congenial associates, 
and can enjoy suburban living 10 minutes from the office, 
free from the headaches of commuting. Performance will be 
rewarded by advancement. 


To qualify he must have 5 to 10 years’ creative experience, 
and a real zest for writing copy—sparkling copy about indus- 
trial and business products. Samples of his creative work must 
prove his ability to be ingenious—to be imaginative—to be 
persuasive. He will need to be considerably above average in 
mental ability to grasp problems quickly and to think as 
deeply as this position requires. Write in strict confidence, 
stating experience and income requirements. Robert F. Heller, 
Beaumont, Heller & Sperling, Inc., 6th and Walnut Sts., 
Reading, Pa. 


- 


A visit to BMI’s Convention Exhibit will give 
evidence that BMI has fulfilled the principles 
on which it was established, and will show 


how it has served the entire field of music. 


You will see the results accomplished by BMI and its allied organizations — 
AMP-—BMI Canada, Ltd.—and the large family of publishers and composers 
whose catalogs are licensed for performance through BMI. 


We hope this evidence is apparent in the day to day activities of BMI which 
come to you in many forms: 


The BMI repertoire of pop music and the outstanding succession of BMI 
song hits. 


The progress and development of BMI's “Teen Age Book Parade” and 
“Concert Music” projects. 


The friendly relations that BMI has established with performing rights 
organizations and publishers in countries throughout the world. 


The series of BMI Program Clinics, now in the third year, with a 1953 
schedule covering 43 cities in the U. S. and five in Canada. 


The wide variety of BMI programming aids and helpful data supplied to 
broadcasters almost daily. 


BMI's representatives at the Convention will be 
looking forward to your visit to “Exhibit A.” 


BROADCAST MUSIC, INC. 
580 FIFTH AVENUE « NEW YORK 36, N. Y. 
NEW YORK + CHICAGO + HOLLYWOOD + TORONTO + MONTREAL 


at ok. 
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Newspaper Volume Interrelated with Price 
of Newsprint, Cranston Williams Declares 


New York, April 22—Cranston 
Williams, general manager, Ameri- 
can Newspaper Publishers Assn., 
told the ANPA today that the spi- 
raling price of newsprint has had 
these “interesting results”: 


capita circulation decreased in 1952 | 


“Per | 


ANPA Convention 


in the face of rising population. 
Advertising volume did not main- 
tain its customary rise, although 
other media did show an increase 
in advertising volume. 

“This would seem to indicate,” 
Mr. Williams said, speaking for 
the ANPA newsprint committee, 
“beyond question of doubt, the in- 
terrelation of newsprint prices and 
newspaper volume. It is a matter 
for serious consideration by both 
newspaper publishers and news- 
print manufacturers, because both 
are operating their plants upon the 
concept of mass production.” 


IOWA BUREAU 
FARMER 


‘FARM BUREAU 
_ SPOKESMAN 


IOWA FARM 
_ BUREAU | 
SPOKESMAN 


Effective May 15, 1953, the 
Iowa Bureau Farmer will 
publish its last issue (June, 
1953). Study and research in- 
dicates that the 135,000 farm 
family subscribers can best be 
served by WEEKLY NEWS. 
Merging of the Iowa Bureau 
Farmer with the Farm Bureau 
Spokesman will give those 
families complete Local, State 
and National Farm news and 
features every week. 


For details, rates and circula- 
tion facts send Inquiries to 


IOWA FARM BUREAU 
SPOKESMAN 
Grundy Center, lowa 


The report pointed out that the 
current price of newsprint of $126 
a ton is the highest ever paid ex- 
cept for the first quarter of 1921 
| when the price was $130 a ton. 
Nevertheless, the report says, 
“supply and demand for news- 
-print are in more even balance. 
The 1952 predictions of added sup- 
ply for future years are developing | ‘ ‘ : 
faster than planned, and removal P ' . 
of controls on building materials! - 2 ton 108 pas pee ca 
has speeded construction of mills ts 
and machines. 

“As of today, ANPA knows of 
no publisher of a newspaper lack- 
ing a sufficient supply and ade- 
quate inventory of newsprint.” 

In this connection, the report 
notes as ‘‘one of the most important 
developments in the newsprint 


+ lar 7-COLOR TRAY—Green Giant Co., Le Sueur, 
field” the fact that Great Northern Minn., is using this easel display to show its 


Paper Co. “has announced a $32,- oe 2 an tie it 
060,000 expansion program which "0", pramum (AA, Apri 13), Grocer ove 
includes construction at East Mil-| 15000 trays originally lithographed. Leo 
linocket, Me., of a 50-ton a day| Burnett Co., Chicago, is the agency. 
hardwood, ground-wood plant, and 
purchase of a paper machine for | »o1)5 of newsprint at $100 a ton by 
delivery during the summer of) scandinavian newsprint manufac- 
1954.” turers. A year ago these narrow 
| width rolls were selling at prices 
s The report also mentions as im-| well above the market price. They 
portant developments Abitibi Pow- | are especially useful for publishers 
er & Paper Co.’s research on sul-|of smaller newspapers operating 
phite pulping of all species of | two-plate- -wide machines and for 
hardwoods; research being | Pees and printing companies 
ducted by Price Bros.; and pro-| printing tabloid comics.’ 
grams by other Canadian compa- | Manufacturers’ reports for 1953, 
nies “looking toward the greater | the report says, show increases of 
use of new species of pulpwood, / 195,000 tons in Canada and 93,500 
reduction of chemical pulp con-| tons in the U. S. over 1952. U. S. 
tent in newsprint, and improve-| newsprint production, it is noted, 
ment of manufacturing processes. “has increased from 724,448 tons 
“Another reason for some small | ‘annual production at the end of 
degree of optimism on the part of | 1945 to 1,146,864 tons at the end of 
publishers,” the report says, “is the 1952, and Canadian production has 
fact that recently some publishers |increased from 3,591,901 tons to 
have been offered two-page size | 5,687,051 tons in the same period.” 


| 


use Burgoyne pretesting 
and play it safe 


SPRINGFIELD, MASS. 


@ Advertisers looking for | 
likely sales test spots like the | 
looks of the income per Spring- | 
field household of $6072! 
@ 42d metropolitan area in | 
the United States, Springfield | 
can really crow because - 
food sales are 39th . . . 
startling $118 million. Total | 
retail sales for the area top | 
$459 million! 


* Zooming sales costs have made 
sales tests popular. The safeyway is 
‘oO pretest your new ad-venture. Have 
Burgoyne evaluate your program... 
whatever it may be... by over the 
counter sales ... before you ask Man- 
agement to OK it for use nationally. 


@ All this reflects the basic | 
fact that Springfield is a high- 
ly skilled community. | 


* For years national grocery and 
\drug advertisers have been using 
| Burgoyne store panels, They deter- 
‘mine the probability of success of 
|new products, prices, packages, pro- 
'motions, advertising. Monthly-audit- 
‘reports give you the current picture 
and the trend... that of your com- 


| petition also. 


@ The Springfield UNION and | 
DAILY NEWS have combined | 
circulations of 170,000 — of | 
which 145,810 are sold to the 

readers of the Metropolitan 

Area. a closely knit, thickly 

populated section, all within 

a virtual twelve mile radius of 

the City of Springfield. 


@ The Metropolitan area has 
114,810 households and 
411,500 people — Complete 
Coverage (100%) at the low- 
est milline rate in New a 
land (outside of Bost 


Burgoyne Grocery & Drag Gado V 


FIRST NATIONAL BANK BUILDING CINCINNATI 2 


\* Tell us what you want pretested. 
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Private Lines 


Despite all the denials, there are 
plenty of rumors to the effect that. 


counts are in the wind. For one 
thing, the company has announced 
that every aspect of its advertising 
is being reviewed, with the help 
of consultant James W. Young. For 
another, there are skeptics who 
say that if Dancer-Fitzgerald-Sam- 
ple had its choice of flour or cake 
mixes and chose to retain flour, 
someone has holes in his head. 
Cake mixes are booming like mad, 
whereas the flour market gives 
every indication of continuing to 
contract. 
oo e a 

One of AA’s Chicago reporters 

came across an official TV contest 


more shifts in General Mills ac-| 


'dealer. On the reverse side was a 
picture of a 21” Admiral TV set, 
one of four to be given away to 
winners, and some rules, plus this 
message to dealers: “Help your 
customers with ideas for their con- 
test statements. You have an op- 
portunity to win a valuable prize 
simply by helping your customers.” 

Well, our man asked his retailer 
for some help. “Any child who 
drinks Coca-Cola,” said the dealer, 
“is taking into his body a sub- 
stance that will do him no good.” 

Our man has decided to ride 
along with his old 10” set a while 
longer. 

o * e 

Now that J. Walter Thompson 

Co. in Chicago handles the Aunt 


entry blank in his local grocery | Jemima part of Quaker Oats Co. 
‘last week. This was a sentence-_ (AA, April 20), that agency and 
completion contest by Coca-Cola | Needham, Louis & Brorby seem to 
Bottling Co.—“I like my dealer’s share and share almost alike on 
carton display of Coca-Cola be-!| the three biggest food accounts in 


cause... .”—and there was room on 
the lank for: the sentence, our 
man’s name and the name of his| 


the Windy City. Each has part of 
the advertising of Swift & Co., 
Kraft Foods Co. and Quaker. 


Handley Joins Packager 


Robert D. Handley, previously 
general manager of Western Pack- | 
age Products, Pasadena, Cal., con- | 
verter of transparent films, has | 
been named sales development 
manager of Transparent Package 
Co., Chicago, a new position. He) 
will be responsible for coordinating 
market research, finished package | 
design, merchandising, advertising | 
and promotion. 


‘S. F. News’ Appoints Little 


Robert E. Little, formerly with | 
Elliott, Goetze & Boone, San Fran- 
cisco agency, has been appointed | 
automotive editor and a member of | 
the national advertising depart-| 


cisco News, a Scripps-Howard | 
newspaper. He succeeds Robert K. | 
Hill, who has been promoted to 
general advertising manager. 


Howard Heads New Rep Firm 


Bernard Howard has been named 
president of Stars National Inc., 
a new national radio and television 
|station representative with head- 
|quarters at 400 Madison Ave., 
New York. The new company also 
| has offices in Atlanta, Chicago, Mi- 
ami, Memphis and Pittsburgh. 


ment sales staff of the San Fran- | 


Stone Elected Agency V. P. 


Worthington H. Stone, who has 
‘been named a v.p. by Meldrum & 
'Fewsmith, Cleveland, will continue 
|as manager of the agency’s Detroit 
office, handling the account of 
‘Dearborn Motors Corp., Birming- 
‘ham, Mich. Robert D. Polatsek, 
‘formerly Cleveland representative 
for Pathescope Co. of America, has 
joined the agency’s staff. 


Watts-Payne Promotes 3 


Oscar Payne, secretary-treasurer 
\of Watts, Payne—Advertising, Tul- 
'sa, has been promoted to executive 
|v.p., while retaining the title of 
|treasurer. Don Mitchell, radio and 
‘television department head, suc- 
| ceeds Mr. Payne as secretary. Ben- 
|/ton Ferguson, account executive, 
has been named v.p. in charge of 
public relations. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 


If it were humanly or me- 
chanically possible to make 
finer photoengravings, 


you can be 


sure of one 


thing —we'd be making 
‘em. We specialize 
in color as well as 
black and white. 


160 t Mlinois Street 
Telephone: DElaware 7/5142 


DAY and asses satin 
Chicago MI, Winois 
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Plastic Film Packs and Supermarkets 
Spark Package Show and Conference 


Cuicaco, April 23—In case| A strong case for the folding 


there’s someone still unaware of it, carton as a point of sale advertise- | 


polyethylene and its various com-| ment was presented by William D. 
petitors among the heavy film syn- Hall, technical director, Folding 
thetics are the boom-babies of the Paper Box Assn. of America. 
packaging industry. Noting that this type of package 
Charles M. Woodcock, packaging has gained in importance with the 
researcher for General Goods trend toward open display, self- 
Corp., Hoboken, said as much in a | service and impulse buying, he told 
speech to the American Manage-_ 


conference Tuesday. But any one est process-color ad in a ‘slick’ 
of the 25,000 visitors to the associ- magazine.” 
ation’s concurrent National Pack-| Ag an aid to artists, engravers 


aging Exposition could reach the and designers not familiar with. 


} 


same conclusion. 

Wandering among the two miles cartons, Mr. Hall said that his or- 
of exhibits at the four-day Navy | ganization is now at work prepar- 
Pier show, he could find plastics ing standard printing specifications 
like polyethylene, Pliofilm, vinyl} on them. Already prepared, he an- 
films and Dow Chemical Co.’s!| nounced, is a series of nomencla- 


Saran being displayed in every ture charts for 18 different folding 


conceivable packaging form from | carton styles. 
collapsible toothpaste tubes and) 


vinyl plastic zippers on up to car- | / 
boy acid bottles and a full-size 55- Scripps-Howard Boosts Metz 
Wilbur H. Metz, who has spent 


al. drum made entirely of poly- 
g od ss /17 years with Scripps-Howard 


ethylene. Newspapers, has been promoted to 
New York manager of the general 


s Also, according to Mr. Wood- advertising department. 


cock, the individual drawbacks of 


| production requirements of folding | 


| 
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| FIGHTIN’ OlL—Outdoor posters like this are boosting Standard Oil Co. of Indiana's 
the conference that “a folding car-| "¢W Permalube motor oil which “employs an improved additive.” The new product 


ment Assn.’s national packaging ton can be as attractive as the fin- | will be introduced via 3,348 outdoor boards, newspapers, radio and TV as well as 


point of sale. McCann-Erickson, Chicago, is the agency. 


| Armour Offers Pony to 
Kids in Dog Food Quiz 


Beginning May 1 and running 
'through July 31, Armour & Co., 
'Chicago, is conducting a contest for 
‘Dash dog food. Grand prize is a 
|“circus-trained” pony plus a com- 
plete cowboy outfit and a saddle 
and bridle, to whoever picks the 
prize winning name for a brown 
and white puppy whose picture 


‘will appear in 154 Sunday comic | 


supplements. 

| Other prizes include an MG 
sports car, television sets, bicycles, 
portable radios, record players, 
circus pup tents, “rocket jumping 
shoes,” and clown makeup kits. 
| Three circuses, Ringling Bros. Bar- 


‘num & Bailey, Cole Brothers and 
Clyde Beatty, will tie in with the 
contest. Foote, Cone & Belding, 
Chicago, is the agency. 


Two Join Campbell-Ewald 


Nelson B. Winkless Jr., formerly 
copy group head in the New York 
office of Batten, Barton, Durstine & 
Osborn, has joined the copy staff 
of Campbell-Ewald Co., Detroit. 
Keith B. Spriggel, previously with 
the Akron Beacon-Jcurnal, has 
been appointed to the agency’s 
publicity staff. 


Wellworth Pickle to Gardner 


Wellworth Pickle Co., Paterson, 
N. J., has named Fred Gardner Co., 
New York, to handle advertising 
for its Bar-B-Q relish. Newspa-° 
pers and business papers will be 
used. Gardner is the first agency 
on the account. 


Nesco Inc. Moves 


The Milwaukee administrative, 
sales and advertising headquarters 
of Nesco Inc. will be moved in 
June and July to Jacksonville, Ill. 


| 


tor TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Craftsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
... Send in ycur Storyboards for quotes. 


the various new synthetics (poor 


printing quality is the main one) 
are being overcome through com- 
bination. He cited the development 
of a frozen orange juice envelope 
out of a combination of polyethyl- | 
ene with cellophane, which takes 
printing well. : 
Another resort is to combine film | 
with a paper base. This has come 
to constitute a major trend 
throughout the country, Mr. Wood- | 
cock reported. | 
Meanwhile, packaging aimed at. 
self-service outlets continued to. 
get a lot of attention from the 1,500 | 
packaging executives and techni- | 
cians at the packaging conference. | 


= In the “never-ending job of. 
finding the right package to suit 
everyone,” E. A. Miller, v.p. of | 
Jewel Tea Co., Chicago, urged | 
packagers not to be satisfied with | 
what the artist shows on the draw- | 
ing board. Study the effect of the | 
package in the retailer’s store, the | 
kitchen and the pantry, he said. 

Among his suggestions for better | 
retail packaging were (1) small | 
packages, (2) a contrast of colors, 
on labels so they are readable and | 
(3) complete honesty at all times | 
in what is said on the package. | 

Mr. Miller also reported that a | 
research group has been appointed | 
by the Department of Commerce | 
to work on better packaging of | 
grocery products. Subcommittees, 
he said, will study such packaging 
problems as square _ packages, | 
which are hard to handle; bags, | 
which are hard to palletize; items 
subject to excessive breakage and 
loss; oversize packages; weak con- 
tainers and poorly labeled pack-_ 
ages. 


s Walter S. Driskill, general sales | 
manager for McCormick & Co., 
Baltimore, asserted that “alert, ag- 
gressive packaging” can do more to 
help the supermarkets cut their | 
distribution costs than any other 
one factor that influences these 
costs. 

He pointed out that, though dis- 
tribution costs still absorb 50¢ out 
of every consumer’s dollar, the su- 
permarket retailers have cut their 
distribution costs to 16-18%, and 
other-_retailers are adopting their 
pattern. As a result, he said, pack- 
aging with “shelf velocity” is be- 
coming more and more important 
to manufacturers and _ retailers 
alike. 

Before long, Mr. Driskill warned, 
there will be comparatively few 
sales tables—food or non-food— 
where prospective customers and 
sales people meet face to face. 


No Fence 


Around KOA’s Million Square Miles of Range 


NIELSEN REPORTS PROVE 10 to 100% of all 
radio families in 302 counties in 12 states listen 


regularly to KOA. 


But this is only part of the story, because “you can’t 
fence KOA in!” These figures do not include KOA’s 


Bonus Coverage! 


BONUS COVERAGE 


KOA is the best Outdoor 


Advertising Medium in the 


West! With appeal that’s alive wherever you drive! 
...In more locations than you could afford to buy. 


KOA is a favorite with as many as 9‘ of the radio 


families in thousands of 


counties in over 34 states 


(plus Canada and Mexico) who respond by mail! 


The unfenced KOA range is the home of millions of 
buyers with billions of dollars in their jeans...mil- 
lions of buyers who are BEYOND TV HORIZONS. 


The most positive way...the most economical way 
to reach this rich market is through programs, 
spots and participations on KOA...the radio station 


COVERS THE WEST... BEST! 


which... 


850 Kilocycles * 50,000 Watts 


1625 California Street 


National Sales Representatives: EDWARD PETRY & CO., New York Chicago Detroit San Francisco Los Angeles St. Louis 


DENVER 


Write for KOA’s The Western Market, Nielsen Coverage Issue. 


Dallas 


Lge oO Batic: RR ia) a SE eee oat Bo laa, Re aie eae Sree mi ER aka MR TR er ae a 
3 eC 63 
re wo 
) 2. an } 
my 
a P a ou FS 
7: ore AD / CHANGE 
a : 
os ee) . 
; 9 | 
r e wai, “eg f ; ae 
_ wayne we * " a = | 
: . — 
'? 
r “ 
) 
E : 
: a Ti women! oe: 
eae 
a a te 
p Socal = 
; BE he pi ae 
CMACK Make Yor a; 
\\ Puen | ake Y T . BR N elie 
iy “ONC Tour TY Film Spots Y re 
CA [Wasa no rae Ae 
‘LUN SF 8 & Hundreds of Ad Agencies rely on Filmack cao 
Sec ee 
pO eo © Gi! a. 
hdl * Saar 
Low A $ 20 | ai 
Budget ec ae 
’ Prices LE D>< 
FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO te 
e * ee 
t 
x ied 
, 3 \ | / / 
S 
ti ios 
- ease 
4 bie, 
» a . : 
| as by, 7 : a 
) P / ie ae 
/ Ye aoe 
I } . us ates 
: O O ! me 
e : ’ 
- L ae alg 
yee 
é ae 
Greist 
aoe 
a ; 
oe 
Tae 
eC : 
, ie re 3 
? 
ee 
hae 
Pe : , ee 
bey . Z ee Ae ‘- ug ee ‘ ‘ " iy * 5 ‘ at ee 4 “ ses ‘ “ te FA Me ‘ =: 5 ote ‘ . . Ls : is stl ERY 


64 


William Morris Gets | Morris’ representative for this type | this year as a part of the auto | 


Talent Sights Set on 


Sales Conventions 


New York, April 3 wun! 
showmanship playing an increas- 
_ingly vital role in sales conven- 
tions and dealer meetings, the big | 
talent agencies are setting their) 
sights on this lucrative field. 
Latest to join the fray is Wil- 
liam Morris Agency, which claims | 
.to be this country’s oldest the- 
atrical agency. To get into the in- 
dustrial shows act—in a big way 
—this company has teamed up) 
with Cappel, MacDonald & Co. of | 
Dayton, O. The latter will act as 


| 


7 | 


of booking. 


® The big guns of the “flesh ped- | 


dling” racket were attracted to this | 
field by the glitter of recent high- 
budget extravaganzas like the Ser- 


‘vel “1953 Show of Stars” and 
_General Motors’ “Motorama.” Ma- 
|jor manufacturers have proved to 


be always amenable to suggestions 
for launching their products in a 
well produced entertainment for- 
mat, and the leasing talent book- 
ers have decided that now is the 
time to move in on the market. 
Another theatrical agency giant 
—Music Corp. of America—has 
| been making a concerted bid for 


“this type of business for about 
|three years. This company has a 


special department, headed By Er= 


Advertising Age, April 27, 1953 


7 ‘Mr. Halfinsured’ 


hee: 


. | Sparks Insurance 
Firm's Campaign 


| Van WERT, O., April 21—Central 
| Mutual Insurance Co. is launching 
|a campaign based on a fictional 
character, Mr. Halfinsured, who is 
| Supposed to mirror the insurance 
| situation of the typical insurance 
| prospect. 
| Half-page b&w ads, each depict- 
- |ing a dilemma of Mr. Halfinsured 
' with humorous rhyming copy, will 
| appear throughout the year in The 
|Saturday Evening Post. 
Three eight-page cartoon book- 


/maker’s centennial celebration. | 
|Other clients have been General 
Electric and wholesale druggists | @ 
and retail druggists associations. | 
William Morris, on the other 
hand, has not created a separate | 
division to book this type of busi- 
ness. Whatever talent and produc- | 7 
tion is needed will be handled by | 7 
present personnel. . 
Sales contact with industry will) ~ 
be made by Cappel, MacDonald & | 
Co., a sales promotion and mer-| | 

chandising company with i1)- 
branch offices throughout the | 

country. | 
é 


® Meanwhile, the bid of William | 


Morris and MCA will be strongly | ‘ a ~~. pee lets will be mailed to general pros- 
challenged by agents such as Max | nig eae Bg oe pects to coincide with three of the 
‘Richard, who has cultivated the’ SS SH Conon! ; Post ads. 


|vin J. Brabec, devoted exclusively |industrial booking circuit for 
'to the production of industrial| years. Mr. Richard staged the $1,-| ; T scorch # 


{ shows, conventions, etc. 000,000 Servel show this spring, : f{ ' 
toured the country with a Schen- os 


® MCA produced the 90-minute | ley puppet sales production a| 
yi Q 


‘SIMPSON-REILLY, LTD. 
Publishers Representatives 


| Studebaker Corp. for showing to| putting together about $200, 000 | 
dealers in four major cities earlier | worth of sugar-coated hard-selling | 


SAN PRANCISCO CENTRAL “TOWER 


musical built around the history of |couple of years ago and is now| 


apa 


TO THE QUEEN—Commemorating the Coro- 


et i a nation, William Sanderson & Son Ltd. is 
. | issuing this souvenir bottle in a limited 
edition for U.S. distribution during the two | 

weeks preceditlg the event. The package 

“has a special identifying label and a red 


need more 


| white and blue ribbon. 
| 


ual sales confab at Atlantic City 
| in June. 


| Benito Boosted to V.P 

| Leuis Benito, with the agency 
since 1934, has been promoted to 
pi 4 of Griffitn-McCarty, Tampa, 
la. 


Auto-Lite Elects Seem V. P. 
Donald B. Seem, 

|/manager of Electric Auto-Lite Co., 

Toledo, has been elected v.p. 


in your promotion ? 


a —an ice show, rodeo, variety pro- 
pu ing power gram, etc.—for Philco’s semi-an- 4 


advertising | 


| A promotional folder being sent 
to Central Mutuai dealers gives 
them information on the Mr. Half- 
insured campaign and tells them 


| how to tie in their direct mail. 


| Howard Swink Advertising 
'Agency, Marion, O., is handling the 
drive. 


‘Transistor Appoints Loudon 


| Transistor Products, Boston, an 
operating unit of Clevite Corp., has 
‘appointed Henry A. Loudon Ad- 
vertising, Boston, to handle adver- 
tising and publicity. The company 
manufactures germanium transis- 
tors and other electronic equip- 
ment. 


O'Leary Joins Metro Comics 

| Don O’Leary, formerly eastern 
ladvertising manager of American 
Magazine, has jeined Metro Sun- 
ay Comics, national sales organi- 
‘zation representing 43 local Sun- 
‘day comics sections, as an account 
| executive. 


ROSKAM 


| for LISTS, DIRECT MAIL, MAIL ORDER ADS 
We've got the lists—the know how—mail pro- 
grams planned, created, completed. Cut costs, 
increase pull. avoid mistakes and headaches. 


WRITE OR WIRE TODAY! 
©. H. ROSKAM, ADV., 1430 Grand, K.C. 6, Mo. 


EASIER 
ACCESS 
to BUFFALO 


WITZER DAY-GLO® Daylight Fluo- 

rescent Colors—because they're up to 
four times as bright and visible four times 
as far as the brightest of ordinary colors — 
will put new pulling power in your sales 
promotion. 


A new Switzer Color Guide— hot 
off the presses—lets you make your 
own DAY-GLO color choices and 
comparisons. Want a copy? 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave. * Cleveland 3, Ohio 


In Canada: Standard Sales Co., 4097 Madison Ave., Montreal 28, Quebec 


There are licensed Switzer DAY-GLO 
craftsmen near you, eager to show you how 
you can use “The Brightest Colors in the 
World” — make all your advertising stop 
more eyes and start more sales. May we 
put you in touch with each other? 


This photograph shows the arches of a 
new, high-level bridge that will give 
easier access across Buffalo Harbor to 
the city. 


FOR THE NATIONAL ADVERTISER 


The easiest entry into the great Buffalo 
Market of over 1,400,000 people is pro- 
vided by advertising in the BUFFALO 
EVENING NEWS. 


Sell the News readers and you sell the whole Buffalo Market 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 
Editor ond Publisher Netione! Representatives 


°. | WESTERN NEW YORK’S GREAT NEWSPAPER 
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AFA Can’‘t Back Up 
Its Attack on Library 


(Continued from Page 1) 
Washington lobby in behalf of ad- 
vertising. 

Dr. Ernest S. Griffith, who has 
been chief of the Legislative Ref- 
erence Service for the past 12 
years, was not entirely surprised 
when AA called. In the past few 
days he had already had inquiries 
from three members of Congress 
—Rep. Clarence Brown (R., O.), 
Rep. William G. Bray (R., Ind.) 
and Rep. Charles B. Brownson (R., 
Ind.). 


® His report: 

The document, “Economic As- 
pects of Advertising,” was in the 
files, but this was no cause for con- 
cern. The files contain hundreds 
of thousands of documents. For 
the Legislative Reference Service 
is a non-political research organi- 
zation which is supposed to pro- 
vide members of Congress and 
congressional committees with 
competent research reports on 
anything which strikes their fan- 
cy. 
In the course of an ordinary 
year, he pointed out, the Legisla- 
tive Reference Service handles 
about 1,500,000 requesis from 
members of Congress, congres- 
sional committees and other offi- 
cials. While the initial research is 
done by young analysts, all reports 
are reviewed by “senior analysts,” 
most of them veteran employes 
with a string of degrees—for the 
Legislative Reference Service 
treads a thorny path, exposed to 
criticism by those who are in a 
position to make their anger felt. 


# “A document like ‘Economic As- 
pects of Advertising’ would never 
be issued to anyone as a Legisla- 
tive Reference Service report,” he 
said. “It might be included in a 
bundle of material representing 
various approaches to a problem, 
but a Legislative Reference Serv- 
ice report would be a carefully 
researched and balanced point of 
view.” 

Some hours later, Dr. Griffith 
called back. 

He had learned that “Economic 
Aspects of Advertising” was pre- 
pared March 15, 1951, by J. D. 
Williams, a young researcher— 
then 23 or 24 years old—whose 
specialty was public administra- 
tion. He had phoned Mr. Williams 
at the University of Utah, in Salt 
Lake City, where he is currently 
an instructor in political science. 
Mr. Williams is forwarding a 
written statement along the fol- 
lowing lines: 


® The document “Economic As- 
pects of Advertising’ was pre- 


| University of Utah: “What about 
‘this document, Mr. Williams?” 
| His answer completely sup- 
ported Dr. Griffith’s version. 
The report was prepared on his 
own time, and put into the files 
on his own initiative without con- 
sulting his superiors. “I had a 
naive notion I was being helpful. 
But I’m the fellow fully respon- 
sible for this mess.” 

His version of how the report 
came to be prepared was quite a 
surprise. 


ton who is a vice-president of the 
National Assn. of Radio & Televi- 
sion Broadcasters,” he said. “He 
was planning to make a speech 
before an advertising group, and 
we were discussing the criticisms 
of advertising which are felt 
among professional economists. 

“Entirely on my own, and with- 
out any request from him, I pre- 
pared this document and gave him 
a copy.” 

The cousin: Ralph W. Hardy. 


@ Later, Mr. Hardy confirmed 
these statements. He had long been 
disturbed because material unfa- 
vorable to advertising is constantly 
turning up in Congress. 

In March, 1951, he had been in 
the process of preparing a talk for 
the American Assn. of Advertis- 
ing Agencies convention. He in- 
tended to discuss a proposal that 
had been made by the staff of the 
Joint Committee on the Econom- 
ic Report, calling for a tax on ad- 
vertising. 

In discussing this proposal with 
his cousin, he was “amazed at his 
attitude.” 

The cousin offered to put his 
position in writing. 

Mr. Hardy read the document, 
and put it away—without using it. 

“About a year later, through a 
friend on the Hill whom I can’t 
identify, I had a _ request put 
through for material on advertis- 
ing. It was then that I discovered 
this document was in the files. 


= “Last month at a meeting in 
New York involving Four A’s, 
ANA, AFA and other groups, I 
pointed out that material of this 
kind was being distributed through 
the Legislative Reference Service. 
Later I provided this report as an 
example.” 

This conversation followed: 

AA: There doesn’t seem any 
doubt that the document is in the 
files, but can you cite names and 
places where it was sent out? Aft- 
er all, this is an attaek on the Leg- 
islative Reference Service, which 
is roughly—equivalent to the Na- 
tional Bureau of Standards so far 


pared as a private enterprise on 
his own part at the request of a| 
friend. Without knowledge of his | 
supervisor, Mr. Williams had de- | 
posited a copy in the library files, | 
in the belief it might be helpful 
to the staff at some future date. 

“This is a bad piece of work,” 
Dr. Griffith said. “In fact, I am) 
told that within the past four 
weeks a member of our staff 
working on an advertising ques- 


as its reputation for scholarly in- 
tegrity is concerned. 

Mr. Hardy: It was roughly a 
year and a half ago. I simply am 
going to have to say that I checked 
it through sources on the Hill, and 
I cannot reveal the names. 


® AA: When this went out, Mr. 
Hardy, did it go out by itself as a 
report of the Legislative Refer- 
ence Service, or was it part of a 


tion spotted this item in the files, 
and deliberately 


refused to in-| 


bundle of material? 


clude it in the material he was as- | a case where a biased point of view 


sembling.” 


found its way into the file. I knew 


“I’ve got a cousin in Washing- | 


Mr. Hardy: I can’t recall. This is 


Here Are Some Quotes from... 


welfare?... 


about marketed products. 
advertising today is not directed 
more interested in making a ‘buck’ 


s “There are strong reasons to 


pick their pockets. . . 


groups of consumers, each group 


basis of merit—thus encouraging 


in larger, more efficient units. . . 
“Perhaps the day may come 


‘The Economic Aspects of Advertising’ 


“Is advertising framed to maximize business profits or consumers’ 


“It is clear that if advertising today were interested in creating 
or altering wants by means of presenting facts about the products 
rather than by non-rational, emotional appeals, there would be 
no need for consumers’ research organizations. The very existence 
of a corporation like Consumers Union proves that American ad- 
vertisers are not telling consumers the things they need to know 


“A fair-minded person would agree that the bulk of American 


tionality. ..The bitter conclusion is that American advertisers are 


prices lie in the pot at the end of the advertisers’ rainbow... 

“The monopoly effect of advertising. ..tends not toward lowering 
prices but rather in the opposite direction—to increase prices. The 
more the advertiser can hypnotize his clientele, the easier it is to 


“Advertising may encourage small-scale production (and therefore 
higher costs and prices) by dividing up the market into small 


some physically interchangeable product (such as toothpaste). Were 
it not for the irrational consumer attachment which an advertiser 
has been able to create toward his product, consumers would direct 
their purchases toward a smaller variety of any one product on the 


there can be bucks in truth. But if that day is long in coming, shall 
we not assume they have something to hide?” 


toward advancing consumer ra- 
than selling a truth... 


believe that higher, not lower, 


attached to a different brand of 


the concentration of production 


when advertisers will discover 


Late this afternoon, Mr. Grif- 
fith and Mr. Hardy were going) 
over the files together when AA! 
called: 


he considered it one of the most 
profitable he has spent. 


The Legislative Reference Serv- 


_ice files, he said, were something 


|of a shock from the point of view 


® Both were on the line when| 
the following conversation took | 
place: 

Dr. Griffith: “We say categor- 
ically this was not a Legislative 
Reference Service report. It was 
put into our files without our 
knowledge. There is no _ record 
that it was ever sent to a member 
cf Congress. When we had a re- 
quest for data on advertising 3% 
to 4 weeks ago, we refused to send 
this document out.” 

Dr. Griffith said, ‘We have ma- 
terial in our files pro and con, on 
all sides of the question. But any- 
thing we write in response to a| 
request from a member of Con- | 
gress is clearly labeled ‘the case) 
for’ or ‘the case against’ and is | 
marked restricted. 

“We don’t give out anything as 
our report unless we give both 
sides. We disclaim any responsi- | 
bility for this document. In fact, 
we feel we are entitled to com- 
mendation for refusing to send it. 
out once we found it.” 


# AA asked Mr. Hardy his im-| 
pression of the files. He reported | 
the file was “thin” with relative- 
ly little material. 

“That,” explained Dr. Griffith, | 
“is because we have very few re-. 
quests for reports on advertising. | 

“Our reports deal mainly with 
matters that involve legislation.) 
Congress doesn’t do very much in 
the advertising field.” 

Mr. Hardy pointed out that the) 
Williams report appears in the 
card index. He observed there are | 
periods of off time, on weekends 
or other periods, when material 
can get out without passing 
through. the regular processing 
system. 

“I haven’t contacted Williams 


While the Legislative Reference the background of this document)|in two years,” he observed. “The 
Service intends to issue a state-| and the individual who prepared | fact that I knew it was in the file 
ment demying that material of this|it. The fact that it is in the file| demonstrates that it was avail- 


kind is typical of the kind of 
background it provides for mem- 


and is available is bad enough. 
| “It is my point,” Mr. Hardy said, 


| 


} 
| 


| 
| 


able.” 
Dr. Griffith said he did not feel 


bers of Congress, it is a bit hesi- “that those who take the point of) the Legislative Reference Service 
tant. How did this document get| view Mr. Williams represents are|can be held responsible for any- 


out? Who was the member of Con- 
gress mentioned in the AFA let- 
ter? 


s A call to J. D. Williams, at the 


‘ready to present their arguments 
,every time the question of adver- 


'tising arises. It is up to us to see 


| 
| 


thing that is taken from its files 
by irregular methods. 


that our point of view is repre-| s This evening Mr. Hardy called 


serited.” 


AA. It had been a hard day, but 


(40 to 45 


of what the industry has available; 
the files are “behind the times.” 

“We spend millions of dollars to 
develop factual reports on adver- 
tising, and we have completely 
overlooked the need to see that 
these reports reach the focal point 
which is the nation’s most impor- 
tant source of raw legislative ac- 
tion,” he said. 

He said the Legislative Refer- 
ence people are willing to sit 
down with a committee from the 
industry to study the adequacy 
and inadequacy of the files—re- 
serving the right, of course, to ac- 
cept or reject such material as 
they please. 


s “When we get to see this situa- 
tion in its true perspective,” he 
told AA, “we will recognize there 
has been a great dereliction on the 
part of the industry. 

“The Legislative Reference Serv- 
ice welcomes ideas, but it is an 


| opportunity no one uses,” 


Mr. Hardy said his inspection 
of the file confirmed his impres- 
sion that the Legislative Refer- 
ence Service has been a source of 
many unfavorable reports on ad- 
vertising. 

There are, he said, four differ- 
ent file sections on the subject. 
One file consists of “information 
pieces,” which are articles not 
authored by staff members but 
which are descriptive of advertis- 
ing, and which are sent out as 
exhibits accompanying reports. 


® A second file is the “author’s 
file.” He said it contains roughly 
items, special reports 
dealing with advertising prepared 
by the members of the staff. 

Reporting that a “substantial” 
percentage of these reports are 
“critical,” he said he spotted one 
report by Raymond E. Man- 
ning, senior specialist on taxation 
and fiscal policy, which discussed 
the possibility of a tax on adver- 
tising. 

“I was startled to discover,” Mr. 
Hardy said, “that Manning’s re- 
port was accepted almost ver- 
batim by the staff of the Joint 


port two years ago. 
“This was the actual source of 


the committee’s staff report pro- 
posing that advertising be taxed 
as a means of fighting inflation.” 


e “It was my impression,” Mr. 
Hardy said, “that many of the 
Legislative Reference Service re- 
ports which were supposedly ob- 
jective, took a biased point of 
view. 

“It was also my impression that 
there is no one on the staff who 
can qualify as an economist with 
an understanding of advertising.” 

Mr. Hardy said there are two 
other file sections dealing with 
advertising. A “subject file,” 
which he said “is only about 2%” 
thick,” containing newspaper clip- 
pings, university papers and- tear 
sheets, and a “subject file of the 
master library,” which is sup- 
posed to have reference to ma- 
terial on the subject in the main 
congressional library. 

“During either 1950 or 1951, not 
a single reference was entered in 
this file. The following year, two 
books were listed,” he said. 


s (It was indicated in New York 
that the AFA had sent out “sev- 
eral thousand” of the documents. 
It was also said that Mr. Hardy 
had passed out the documents not 
only to the AFA but to the Assn. 
of National Advertisers and the 
American Assn. of Advertising 
Agencies as well.) 


‘Family Digest,’ a 
Druggist’s Magazine 


to Consumers, Bows 


New York, April 24—A maga- 
zine intended to help druggists 
meet supermarket competition 
will make its bow Sept. 2 (dated 
October) with a guarantee of 1,- 
000,000. 

Titled Family Digest, the month- 
ly will sell for 10¢ a copy. It will 
be obtainable only in drug stores. 
The first issue will carry 128 
pages. Ad rates will be based on 
$2,750 a b&w page. Color rates 
will be announced later. 

Publisher of the Coronet-size 
magazine will be Family Digest 
Inc., headed by Robert M. Guinn. 
The advertising manager is Ches- 
ter H. Briggs, formerly general 
sales manager for Nestle Le Mur 
Co. Zlowe Co. is the agency. 

Distribution of Family Digest 
will not be by regular magazine 
channels but by the druggist’s own 
wholesalers. This will enable a 
druggist to order the magazines 
along with his regular drug prod- 
ucts. 


CBS Sweeps Nielsen's Top 10 


All of the top 10 network even- 
ing radio shows for the week of 
March 15-21 were Columbia Broad- 
casting System programs, accord- 
ing to the current ranking of top 
AM shows by A. C. Nielsen Co. 
(see chart on Page 69). CBS also 
took all but one of the top 10 rank- 
ings for weekday programs, the 
exception being American Broad- 
casting Co.’s “This Is Nora Drake.” 


It's Omor, and Not Omar 


In its issue of April 13, in a story 
on the consumer analysis report 
issued by the Omaha World-Her- 
ald, AA erroneously stated that 
Omar baking mix had suffered 
market drops. The brand name 
should have been Omor, a product 
no longer in the market. Omar 
bread, manufactured by Omar Inc., 
ranks second in the market. 


Promotes ‘Cheesecake’ Hose 
For the third consecutive year 
Gotham Hosiery Co., New York, 
is promoting Gotham Gold Stripe 
“Cheesecake” as a new color for 
nylon stockings. Color pages in 
consumer publications and heavy 
dealer merchandising aids are 
scheduled for the promotion. Ster- 
ling Advertising, New York, han- 


Committee on the Economic Re-dles the account. 
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‘Naturalist’ to Take Ads 


Florida Naturalist, Winter Park, 
Fla., publication of the Florida 
Audubon Society, has decided to 
accept advertising. A b&w one- 
time insertion costs $25. 


St. Louis Publication Moves 


Mississippi Valley Contractor, St. 
Louis, has moved to 425 DeBali- 
viere Ave. 


. by Chrysler Corp.’s De Soto Divi- | Capitol 


Sales and PR Notions... 


- 


Merchandising Devices 


e As can be seen in the ad cuts be- Sary, Capitol Records Inc., Holly- 
low, Groucho Marx has laid aside wood, has reported in detail to its 
his grouch long enough to star in stockholders on one of its own 
a used-car merchandising program products—a record. Labeled “The 
Record, A Decade of 
sion, Detroit. _Growth,” the 7° 45 LP disk fea- 

The program calls for De Soto- | tured 12 minutes of historical nar- 
Plymouth dealers to pick four o Gaol studded with excerpts from 
;Capitol’s biggest-selling platters. 
|/Each shareholder got one of the 
RD | waxings along with his annual re- 


(ie wy | ape 

Z ‘e Maloney-Davidson Co., Louis- 
| Ville, Ky., distributor for Waterfill 
|& Frazier Distillery Co., had hired 
|66 people to call 10,000 Louisville 
= homes one night to tell the families 
‘to be sure and see a certain page 
in the Louisville Times the next 


five of their best used cars and 


day. Those who followed this ad- 
vice found a two-color ad for six- 
year-old Waterfill & Frazier sour 
mash Kentucky bourbon whisky. 


DOLLAR MAZE—This striking photograph of silver dollars was used by the Harris 

Trust & Savings Bank, Chicago, to illustrate a recent large-space newspaper ad for the 

bank’s estate management service. The ticklish chore of photographing the coins 

standing up was done by Ralph Cowan, Chicago photographer, for the bank’s 
agency, Leo Burnett Co. 


yellow—and white, 
of course. 


Ask us about SKY- 
WRITING—the medi- 
um with terrific impact. 


EXCLUSIVE! j feature them on the lots and in ad- 
Color sk it- 4 vertising as “Groucho Top Value 
_ ing—red—green . 
| —black—orange- } “You Bet Your Life” shows (NBC 


Aero Skywriting, 
203 N. Wabash Ave., 
ANdover 3- 6143 


Inc. 
Chicago}, III 
4-4-5 


Specials.” Marx himself kicked off | The telephone merchandising cam- 
the promotion April 8 and 9 on his|paign was so successful that the 
distributor’s entire stock was sold 
out the next day. 


radio and TY). 


e An informative four-page bro- 
chure called “Canvas in Contempo- 
rary Architecture” is the latest 
move of the National Cotton Coun- 
cil and the Canvas Awning Insti- 
tute in their joint drive to get can- 
vas back into the building business. 
A special mailing of the pamphlet 
has already gone out to more than 
18,500 architects and builders. The 
trade groups say they were alerted 
to the idea when a survey showed 
that a high percentage of archi- 
tects were specifying aluminum 
awnings for their buildings. 


e In honor of its tenth anniver- 


e General Electric Co.’s lamp di- 


THE LAWN SEED THAT 


From /ast place in consumer preference, 
$ g . . 
in a period of only two years! That's what happened when Cargill 


With Mh 


vision, Cleveland, recently cele- 
brated GE’s 75th anniversary in 
another way—by pressing more 
lthan 12,000 auto “license” plates 


for its Ohio employes to put on 
,their car fronts. 
The Diamond Jubilee plates 


GREW 2,000% 


to fourth, 


were made to match Ohio’s 1953 
license plates in size and color. 
'Ohio had obligingly made room for 
them by ceasing, as of this year, 


to second. . 


Trout, Fulton Stay with 
Hearst's ‘Sports Afield’ 


Willard K. Trout, v.p. and gen- 
eral manager, and Ralph W. Ful- 
ton, v.p. and advertising director 
of Sports Afield, will continue in 
those posts now that the maga- 
zine has been purchased by Hearst 
Magazines (AA, April 13). 

Rodman K. Tilt, eastern adver- 
tising manager; Donald D. Sperry, 
western advertising manager; Har- 
old Van Horn, Detroit manager, 
and Elliot A. Barrows, New Eng- 
land manager, will also continue. 


Thomason to Jackson Brewery 


Jackson Brewing Co., New Or- 
leans, has appointed Charles F. 
Thomason market research direc- 
tor. Prior to Army service, Mr. 
Thomason was with Opinion Re- 
search Corp. and Gallup & Robin- 
son Advertising Research Co., 
Princeton, N. J. 


Treesdale Names Gottlieb 


Treesdale Laboratories & Textile 
Processing Co., Mars, Pa., maker of 
compounds for use in the textile 
industry, has appointed Edward 
Gottlieb Associates, New York, to 
handle public -relations. Wasser, 
Kay & Phillips, Pittsburgh, will di- 
rect the company’s advertising. 


Anderson Joins Wasser, Kay 


Harry J. Anderson, formerly 
manager of displays and exhibits 
in the advertising division of the 
U. S. Steel Corp., has been ap- 
pointed media director with Was- 
ser, Kay & Phillips, Pittsburgh. 


Ben-Hur Names Mitchell 


Thomas E. Mitchell has been 
appointed manager of the southern 
sales district of Ben-Hur Mfg. Co., 
Milwaukee maker of farm and 
home freezers, with offices in 
Memphis. 


eliminat 
handset 


advertised its “Miracle Green” lawn seed in this market, at the right as Sulditie Gonna wich Py 
time, with the right medium — the St. Paul Dispatch-Pioneer Press. q nt plates of its own. 
The 1953 St. Paul Consumer Analysis Survey just off the presses , 

pM shes ; led Ayer Ralph H. Jones Names Five | 
shows “Miracle Green” consumer preference increased 2,000% since | Ralph H. Jones Co. Cincinnati | 
1951 (see chart below), while the number of families caring for ‘agency, has made five promotions | 


lawns increased from 81.5% in 1951 to 83.0% in 1953 — an increase 


of only 1.5%. 


LAWN SEED BRAND PREFERENCE 


BRAND 1953 1952 1951 

A 29.2% 30.3% 30.6% 
“Miracle Green” 20.4% 11.0% Less 1% 
B 12.9% 12.6% 10.5% 
Cc 9.5% 12.5% 11.8% 
D 5.7% 5.5% 8.0% 


These results from the 1953 Consumer Analysis Survey again em- 
phasized to Cargill how much its advertising in the St. Paul Dispatch- 
Pioneer Press paid off. The Consumer Analysis Survey supplies in- 
formation on brand preferences and buying habits: for many other 
major products as well. If you desire a copy, contact your Ridder- 
Johns representative or write Consumer Analysis, Dept. B 


St Paul ispateh 


RIDDER-JOHNS, INC. 
REPRESENTATIVES 


NEW YORK 

“A  aitooen Niws CHICAGO 
stn 

Pioneer Press ST. PAUL 


‘and appointments. They are Kath- | 


ryn Hardig, television director, 
to radio and TV director; Ann| 
Smith, radio and TV time buyer, 
to assistant radio and TV director; 
Rita Kennedy, radio traffic, to 
radio and TV time buyer, and Eula 
Reggin, TV traffic, to radio and 
TV time buyer. Jean Friar will be! 
film buyer. 


Names Marwel Advertising 

American Casserole & Specialty 
Co., Brooklyn manufacturer of 
chromium serving frames for oven- 
proof glassware, has appointed! 
Marwel Advertising, New York, to 
handle its advertising. Initially 
business and consumer publica- 
tions will be used. American had 
no previous agency. 


‘Children’s Times’ to Sackheim 

Maxwell Sackheim & Co., New 
York, has been appointed to han- 
dle advertising for The Children’s 
Times, a newspaper written es- 


‘pecially for children. 


By having your type machine-set 
photographically in miniature on a 
revolutionary new machine, you'll 
be able to eliminate costly hand- 
setting for display heads, broad- 
sides and all jobs containing large 
type. Razor-sharp Photot ype comes 
to you in any size you want, from 
4 point to 288 point or larger, direct 
on film for stripping in, or on paper, 
ready for paste-up. This entire ad- 
vertisement was set with Phototype. 
Write for complete Phototype story. 


lype 


with 
WARWICK 
PHOTOTYPE 


WARWICK TYPOGRAPHERS, INC. 
Dept. A21, 920 Washington Ave., St. Louis 1, Mo. 
Overnight by air mail from most of U.S. 


WARWICK PHOTOTYPE 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 
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This Week in Washington... 


House Hears Movie Industry Woes 


By Stanley E. Cohen 
Washington Editor 
WasuHincTton, April 23—There 
was little glamor to the movie 


business, as it was described to) 
the House ways and means com-/| 


mittee by spokesmen for 18,000 


exhibitors Monday. 
Since 1946, some 5,000 theaters | 


have closed and another 5,300, 


roughly 30% of all that are left, | 


will close in the next 12 months 


unless the trend is reversed. Box- | 
office dropped from 82,400,000 the cost of dryers. 


weekly in 1946 to 46,000,000 week- 
ly at present. In part, this reflects 
shifts to the suburbs and the for-) 
mation of new families with young. 
children, to a greater extent. It is 
also because of TV: In metropoli- 
tan areas, TV cut box-office by 
40%, in fringe areas 22%. By the 
end of 1953, 91% of all theaters, 
producing 98% of the gross, will 
be under TV’s umbrella. 


® Operating costs are inflexible, 
“staffs have already been trimmed 


|Chicago, reporting that sales of 
‘clothes dryers and ironers have 
slumped alarmingly and that in- 
ventories are piling up. 

“The 10% excise tax on clothes 


sales to the point where factory 
|after factory faces serious shut- 
_downs,” the ad warns. “In some 
| plants production has already been 
;cut in half. Millions of housewives 
can’t afford to pay the extra $20 
to $25 that this tax has added to 
So they are 


| waiting. And while they wait in-| 
| ventories continue to pile up.” 


FCC’s new chairman, Rosel 
trouble unless he finds a way to 
flicting big-city TV applications. 


tee demonstrated its concern by 
voting $900,000 of extra money for 


TV hearings. Sen. George Smathers 


(D., Fla.) contends the real prob- 


to the legally permissible limit, 


lem is with FCC’s hearing examin- 


renovations have been postponed, | ers, who are permitting lawyers to 


obsolescent plant equipment was drag 


made to do. 
tailed,” the industry spokesmen 
explained. 

“We stand before you in our 


in unnecessarily lengthy 


Advertising was testimony and exhibits. 
slashed, service to the public cur- | 


A career man, who was at FCC 
when it started, Mr. Hyde is liked 
by broadcasters. The silence since 
he visited the White House early 


extremis. We ask your help—while | |ast month created some fear that 


we have the strength to fight our 
way out of our difficulties.” 

The industry wants the 20% 
admissions tax lifted. Prices won’t 
be reduced, but the tax money 
would enable most exhibitors to 
stay out of the red. 

About 50 members of Congress 
turned up to express their sym- 


pathy, but there are difficult polit- | 


ical hurdles for the theater tax 
repealer. Once Congress comes to 
the rescue of the theaters, there 
are other groups with equally good 
cases. For example: Tuesday’s 
Washington papers carried a full 
page ad by the American Home 
Laundry Manufacturers Assn. of 


|his mild manner had failed to im- 
| press the Presidential staff. What- 
ever the truth, it turned out that 
Mr. Hyde has the job on a trial 
basis. Unlike previous FCC chair- 
men, his term has been limited 
to a year. It will be up to him to 
produce. 


The White House has designated 
James M. Lambie Jr. as the new 
government contact to coordinate 
information campaigns dissemi- 
nated through the facilities of the 
Advertising Council. Since it was 
‘set up in 1946, this job—advertis- 
ing’s contact in government—has 


Retail Trading Area, 


: and throughout Ontario 


than any other 


daily newspaper! 


dryers and ironers has depressed | 


speed up the processing of con-| 


The House appropriations commit- | 


been handled by Charles W. Jack- 
son, who served aS an assistant to 
John R. Steelman. The change is 
part of the general process of put- 
ting Republican appointees in key 
jobs. Mr. Lambie was a member of 
the Eisenhower campaign organi- 
zation last fall. Previously, he was 
with Crusade for Freedom, the 
fund raising arm of Radio Free 
Europe. 


€ + e 

| If business is bad, whose fault is 
\it? According to the Securities & 
| Exchange Commission, individuals 
|saved more.money in liquid invest- 
|ments in 1952 than any year since 
|the savings peaks of World War II. 
Liquid savings amounted to $14.6 
| billion, compared with $11.8 billion 
the previous year. Not only has 
disposable income increased more 
‘rapidly than spending, the com- 
| mission says, but savings are going 


Hyde, is heading for congressional | '” larger amounts into permanent | 


|forms, like insurance, savings and 
| loan shares and bank deposits. 
e « * 


'House ways and means committee. 
This bill is supposed to extend the 


‘reciprocal tariff program for an-| 


'other year. Actually, it introduces 
so many tariff increases that 
|administration spokesmen—who 
want tariffs left as they are for 
the present—say it “would tear 
the vitals out of the program.” 

| Assistant Secretary of 
Morton said “adoption of such a 


bill 
among countries of the free world 
and would lend credence to the 
communist theme that the United 
States wants to sell but does not 
want to buy.” 

House Majority Leader Joe 
Martin (R., Mass.) is supporting 
the White House point of view. 
But the Simpson bill caters to so 
many special interest complaints 
that it will not be easy to beat. 


MacManus, John & Adams 
Shifts Management Staff 


Management and operating staffs 
,of MacManus, John & Adams, 
'Bloomfield Hills, Mich., have un- 
dergone various changes. W. A. P. 
John, chairman of the board, has 
/again assumed supervision of the 
Pontiac division account, with Paul 
Foley, v.p., continuing as account 
executive. Harvey G. Luce, execu- 
|tive v.p., assumes the additional 
|duties of general manager of the 
| agency. 

Hovey Hagerman, v.p.,_ has 
|dropped direct contact with the 


The administration has opened Bendix Aviation Corp. account to) 
an all-out war on H.R. 4294, the| become chairman of the agency’s | 
Simpson tariff bill, now before the | Plans board, a new post. John B. | 


|MacManus, v.p., supervises the 
|Bendix account. R. A. Brewer, 
'v.p., has been named manager of 
ithe New York office. 
Valentine to Outdoor Plant 
Samuel J. Valentine, for the 
past 10 years with Standard Oil 
|\Co., South Bend, has joined the 
‘sales staff of Ad-ver-ti-ser Inc., 


State Fort Wayne outdoor plant oper- | 


‘ator. 


would create consternation | 
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7 ONE FOOL-PROOF TEST 
y FOR AD MEDIA 


| 


J 


| 
| 


| 


There’s only one. Does it pay off in 
actual! sales? No amount of high 
pressure salesmanship can begin to 
compete with realistic facts—facts 
about the steady volume of mail 
order copy that the V.F.W. MAGA- 
ZINE carries consistently. There 
MUST be a reason for “repeat” ads 
by some of the country’s largest ad- 
vertisers. That's because the V.F.W. 
MAGAZINE has proved its MAIL 
ORDER PULL ability! 


For a sample issue and complete 
information, write: 


GE A nacazine 


(Formerly Foreign Service) 

Dan B. Jesse, Ir. & Associates, Inc. 
Advertising Directors 
10 East 43rd Street 

New York 17, New York 


EUGENE HEIFFEL, Vice-President 
G. M. BASFORD COMPANY 


Advertising and Marketing 
New York 17, N. Y. 


He studies AA in 
the quiet comfert 


others might find it in its mutilated 
condition. 

“Every issue of your remarkable 
publication contains so much mate- 


Have you ever diligently studied an issue 
of Advertising Age far, far from the 
“madding crowd,” said “madding crowd” 
being your fellow busy bees and eager 
beavers in your hurrying, scurrying, 
worrying “ad factory”? 

Most admen in the agency business 
see eye to eye with Eugene Heiffel, who 
sums it up this way: 

“T find reading ADVERTISING AGE 
in the quiet comfort of my home brings 
the passing parade of advertising into 
sharper focus for me. 

“When I finish studying and clipping 
my personal copy of AA it would be posi- 
tively cruel to leave it at the office where 


rial, so useful to a creative man’s refer- 
ence file, that I hesitate to be specific for 
fear of omitting a feature I enjoy regu- 
larly in my personal copy of Ad Age, 
which reaches me far, far from the mad- 
ding crowd.” 


Need we say more when Mr. Heiffel 
has summed it up so well? Why don’t 
you try studying AA at home and clip- 
ping its creative material for a permanent 
file. Mail us NOW the order coupon be- 
low for a personal subscription to be sent 
to your home address. With it we will 
send you, FREE, a copy of Whitt Schultz’s 
new booklet, “Mail Order and Direct 
Mail Clinic”, containing thirty-nine of his 
helpful articles that appear regularly in 
Advertising Age. 


ee) 

FREE —— - 3 ee ie es oe ee ee oe oe oe ee ee ee oe oe oe oe oe oe oe oe oe 
‘ ' § ADVERTISING AGE 
» Meil Order 4 Dept. A27, 200 E. Illinois St., Chicago 11, Il. 
with your pe 1 Please enter my 1-year subscription to Advertising Age and 
' i mail it to my home address. I am to receive FREE a copy of 
home Direct Mail Clinic ‘ “Mail Order and Direct Mai) Clinic”. 
subscription = |—______ ; My name____ ____ Title sla 
ave ee . ae r ; Company sstiite 
1) Home l oy. 

: €} Company § Street _ 
§ City eee ee, RE tee 
§ © My check for $3 is enclosed. [J Bill me later. [ Bill my firm. 


Se 2 ied a cag ae age Ci ae eas eng eee TP AM ete eae iar A eee’ ear oR es ed irae 8S aa ee a eae 
: Wee gids iad oie Se ca Rta Pe ky De WRC Oe dean) os His ag ed be es gence Tdi Sharan Magee Aas sober aad: Pr ite hai OR sy gine ele, ea ie ak te eS wR ke EUS PS “ais ele sk gins Ng eee ks Wein e +) So Naso ea 2 
Phe Ea Pe ae pn ee eee kd ae SUA ec sien aay eb RPS SAS ey Se ee pratg in tein Ss lena? en ee f TW) at aes dae ee Hf ie Mick pec ch Paaees ger ta Sip eateries ee eae Bede a ee eats ok 4 Eo te Sl Pane een Ls S vk Re ae ons a FS Hise E.- oe a aaa ce NEAR Pa | Shek. ae 
Ee 5, Boh a ee haan ae Ve aim? 3 ae oR ce See crt TCs iia ae ee he: MR Si alr.) eee ES Stee he Tevet eee CME eater ener, eH): ‘Seat WP Sei. ofan een VER mec nual it ue. a 2, eee S FS Bes ee os ncn MTOR occa SIRT ROn bya Sen eae erie ENR ak RR op Ce Renan Wires SEE ig =e PES oe agen Pande as 
ss eb ae a ae ales Nan SR ee stile ak aaa ck rake) ome eee eee ie cra Nee cae eee neal 
ok wih ie i eee ee Fs ae . aS aks Biase Sema aay é ene Re gy : Pah ir 5 iy ps 
. Saul? gt Sor See af Be) eae, Sk aa: |. sie sir Fh aN tier iF Sig : Ae eS ene Gt, eee st dean os ae 2 pie ; a eee ae 
pe oes a iar ae Fig Sok Sc eee Se eee see, Sears Wier | Giada sila ee) 6 lew mera): «amie TSE agg fete neces ses Eye yi magi Raa ~ Sj ier ioe ge pan Fee es E end dy ne eS Re oo AS 5 Bag 0 AE ei ae aa 
re gS ge apie = Seg Cet ne alee rs 2 jp Oh Samra a rncee es Speen Mahi Nes i, = 1 co uRRi eas pr ily pate tree MLS genre Sago GS Fe a ARNE CT gc Nc Sie easy Ba ee 7% Bsc sre een aces ca Ey 
es Bae a= Saipaaee Boe Pies. AE" cr, ae ae 4 4 oe eas oe maaan sings ere Seek fan a eae es Mra ae mi; Si xe eee re kT LV hn arte ES set PGS, vere ae oak ae "ee See ten eno Dee Fis Ties: 
“2 a 
Ee : 
= . 
ft 
y 
; | 
fs eS . 
‘ , 
| ; 
H ave 
@u0tS AC Toys \ | 
Fo * ~ 4 
2 mw e 
¥ % 
y \ : 
? 4 
. , ee 
x, 
| re 
ee a" 
Med Mee 
‘5 Fy os a 
Bed tes 
) Pas oanem 
ies 
e . o i 
Lo ie Ste 
el ee 
1 Ee, ee 
ba ces 
ae ae 
ae 
ge antes, 
or eile 
c Bee oN 
ris aes 
spe 
he ee 
ins j ge Sy 
+ 
k's a 
a vi 
re ae 
a es 4 
r of 4 / 
‘tile } 
‘a sa 
ard 1 a, me $ : 
> 
, to ) ; 
ser, \ —* 

di- eae 
4 ei. 
. age 

Gi - = 
) 
< es 
erly A eS ie 
: ee . b't4 =~ 
bits a igron 
the } - .* " es, ys 8a aries 
| i Bi on Ae 
Al i as si 
Jas- pes Bes) i, pee 
ee: “ei 
4 oo. ato sare oe 
ie a : “- ‘ ee are 
} a fiaa “i. a i Beet 
@ 4 = es. 
e * = ( . , se ¥ = 
ae ~ *a) 
een : - | Dante i Pe Siem 2 fod 
_ jie as a : Be 
ern , Eee eee 
we a ge , to een, eee Lee 
Co., = ee . eae Pea. 
C ee - a CP ey . 
and of ys eS 3s 5 
in et sd ~ » — - ise cy 
2) Ss > Boge eg ee 
ae 7 Bs i 
ite 7 of his home 
———— ols ll %, : i. 
—— ce ao 
EEE is 
= ata 
. , | rae ? 
: 7 | see 
to : 4 : ) / hina tas th Poiana 
GN eg tp, Toc Hey ed ot eee Be pease: ore ee ae peek See eee ee lee eee ea Pat ae 
ee A he ey. Site eR eR ees ren REN aes Lene eRe Ney ; ae 
besa re i 5 eae Dy Acs Sect a ra Bye ad reas fasege bad Se : voy 
Bet gale Bee et Nee ae #3 . VSR EE tk Pets a gn ay ieee ae 
piace ine as amet ce eee. meets. ee te 
a Aa . ee Fett ae ers re Pe cuel 
ate hon eee eee CS atte Py! eae eae ae 0 igre at 
Poe. ef ce ee mete Pye ch raha 
“ ps were Te 7 gsr eee chs Ma rac 
sa . i si 
: RS 7 | 
. Shige ee ee pre 
os ¥ hee ote ii amg see: ee x 
- y Penne? Steg we a ig ge eer ay 
‘ : (pee cece e < s ‘ : 
3 - tee _ 7 
wie. » ~ eo ee ae mk ik gs 
4 penact lt es “ 4 3 . 
In the T to City Market, , = 
In the Toronto City Market, = 
ae = 3 4 7 : gs 1 ig A ation Raed BN, : 
i wie ie ae cma des ie ae Ne oe £ : at 
“i in ee) cor oa Senn: we os 
: : f. San aa ¥ i 
Ne ae : 7 act Seg - “ 
Ta, Se eee eee a ee See a anes vs oe 
ee 3 git ay Se . agit: a igh ee s 
Be a ey Rees 4, % Wass ox ‘ ee 
niga Py - : pe we 
ret ae han ara ae ie ig 
= eee Soe “aie 
ee sect 3) era 
( rite oe ee 
, mane een ‘ ete ee 
4 HSER ie ae x ' oe 
; aie r ke r : Ses eeepc ee Brae 
Aeedl oh re. ae ee : . ~ M : ‘ hee - 
42 cap eeeas Sade Sactrat” of °8 Phair —a tot! hae aaa a ; 
‘ ° e . 
r tS ; ‘ 
» 
i. . _ a . 
by = =. — a : 
ey /en ‘ és — aint : ‘ a | oe rf -- 
q : ; 5" . ro / a _ 6 a Nh tk ae 5 heh a ps 
, as le cape one. ome Bah i ee ‘ se a . 
‘ ? . - f - ae “ | : 
re : ; 
: I agian ete NG ks ae eS : rE $ a 
pr apes vei mea! 18 y= BN i ees RN PCE: ERM a eta eMart see he RO : 
Poe oO hoe ee Se ‘ ee oe : aie 
ak | ee aa ee ‘ ere | ° x Ue ee Ae ee ty oes 
ie eee pa aceaped = SEAN : ae ee : be are rere Sere 
ars r aaa ie Rup eg RN aaial ee eR en ah tne Awe Tei cay, Cee jis 
? ? sj 7. ’ bed eS F ‘4 of, " : 3 ; 
eae Bee Gel eee ee Cee ie eet a 1 CS te soe ae nee eee er ek Wa a ae ok ee eee % 5 
SUB ROR RE ASS ace MEN ace Sie vane eae eS FR aaa Gh Sige eit a Se ee Pe ie ee : 
ee et a ighe ra Doe is Te WG cru Ff : ite +e oe Mele 
” ' j 
———_—_—- 7 ; “ Pry 5 
i) . - ts ia 
é ei > i hes Se Ma an oF “2 ee Be oe eS opie te eg ee ree t ay oy 4 MSE gah es peer an os ies Ss 
. ee Pl z ; “ ” 5 at so : } : 4 “s 
he , - sae ee ~ - y , ¢ r : Pest, z 2 ra Tee a 
5 cae rips sa) § s : < S67 SoS See 3 Cin fag ot 4 s " i ic ge ee < o t , a e FW ae ey Whi ez ~ : “5 ohn SG. Cape tes a Si 
‘ ; ses Epes eee § sath f : : 305 eT rth ae, a rs rs ra! oe ie eee aor ise. Ree ae RON eee Pee, Brine i; 
3 Bey abe. ee SF Se SRS me es Te Ae ora ae Se AT t Se - etna, sei . Bes eer : h Sad ik Pe ap ate ne = eos ae ep ee ae , ga 
: eater eT ae =O ; ms Pin eee OSes te se ee ee ee : - : ; Wink isa : ; > ri < A 5 na Pea 
a “ OS 2 Pe et % é key! as | . 3 ae. pes ee 


Admen Told They 


Can Take Pride 
in Their Work 


(Continued from Page 1) 


dream is being realized—through 
advertising—and many economists 
do not know it.” 

Another promising sign is the 
growing respect for advertising 
among educators, legislators, gen- 
erals and lawyers. 

Advertising carries a tremendous 
load of music, art and culture, he 
pointed out, and he cautioned that 
advertising only distributes goods. 
But he said firmly that “advertis- 
ing is becoming more and more re- 
spected and used by those who 
never dreamed they could use it. 
And _so...inside this economic 
miracle that is slowly coming into 
focus, we can stand a little 


An A-] Market 
for every 


"A” Schedule 


Sell this top-notch 
North Carolina City... 


Metropolitan Pop.: 136,450 
(U.S. Census 1950) 


PLUS the fast-growing 
33 County 


“Golden Belt 


of the South’ <4e¥, 
: EY SY 
pe 


One 


newspaper coverage- 
One low Cost 
* 


115,404 Morning 
122,220 Sunday 


(ABC Audit, December 31, 1952) 


The ONLY Morning-and- 
Sunday Newspaper pub- 
lished in the 33 county 
Golden Belt. 


Observer | 


“MORNING & - iy, 


Vergil Reed John Cunningham 


straighter—with our heads well 
up—among the vocations of man- 
kind.” 


# Dr. Reed emphasized that the 
magnitude of American material 
contributions is well known 
throughout the world, but that the 
cultural contributions of America 
are relatively undersold. He urged 
that advertising and selling people, 
with access to the greatest com- 
munication system in the world, 
do something about it. 

He believes advertising and sell- 
ing men have not done the job 
they should have in “selling” 
Americans the advantages of the 
finer side of better living, and that 
“we have been guilty of underesti- 
mating our present cultural level 
and the ease with which we can 
lift it higher.” 

“There is a definite community 
of interest between business and 
higher aesthetic culture,” Dr. Reed 
warned, and he pointed out that 
“there is a vast willingness of the 
American public to appreciate 
what is artistic.” 


s Dr. Reed feels that American 
problems abroad can be largely 
traced to these sources: movies 
and the “false America they so 
persistently present’; thoughtless 
tourists, inexperienced government 
employes and over-exuberant serv- 
ice men; sensational newspapers; 
congressmen who are “abominable 
and irresponsible salesmen for 
America.” 

“The story of our past and pres- 
ent cultural riches has been little 
told...That is a job we should do 
...if for no other reason, we should 
do it to assure survival.” 

He described the growth of mu- 
sic, art, literature and education 
in America, pointing out, for in- 
stance, that 20% of U.S. youths of 
college age go to college for at 
least a year. (The highest com- 
parable figure for even an Eng- 
lish-speaking country is 7%.) And 


ing chairman of the Four A’s, 
thinks it ought to be. 

In advocating advertising by the 
government, he specifically men- 


tioned: Post Office advertising to} 


sell its services and cut costs (like 
getting people to use zone num- 
bers); advertising for government 
publications; advertising to explain 


Wuite Sutpuur Sprines, W. VA.,| income tax, or foreign policy. 
April 24—Anybody want the Post 
| Office account? 
It isn’t up for grabs yet, but John | ington to “devise ways it (adver-| 
_P. Cunningham, executive v.p. of 


‘Cunningham & Walsh and retir- 80vernment departments to pro-| 


|mote sales of things the govern- 
| ment has to sell and knowledge of 


| ple to understand.” 


He thinks the government ought | 
to bring skilled admen to Wash-| 


tising) could be well used in many 


things the government wants peo- 


Rather than sending lobbyists 
to Washington to explain adver- 
tising, he thinks the government | 
should send lobbyists—in the form | 
of advertising—“to explain itself 
to the people.” 


of the population 25 years and old- 
er, 70% went through elementary 


school, 3344% have finished high | 


school, and 634% are college grad- 
uates. More than 5,500,000 have 
four years or more of college edu- 
cation. Despite the poor pay of 
teachers, 900,000 college degrees 
in education were awarded last 
year, and more than 1,000 of them 
were doctorates. 


s “Our material standard of liv- 
ing,” said Dr. Reed, “with its 
leisure and means begets culture. 
We in advertising and selling 
should be very proud of our ac- 
complishments in this. They have 
been vast...Our business is im- 
provement. We need not think less 
of improving machines, merchan- 
dise and marketing. We need only 
think more of improving men.” 


s Marion Harper Jr., president of 
McCann-Erickson, advanced the 
notion of an augmented advertis- 
ing Research Foundation. Assert- 
ing that ARF had set its sights 
too low, Mr. Harper said ARF’s 
budget, currently $250,000, should 
be about $1,000,000. 

He thinks an expanded ARF 
should provide these new services: 

1. A publication which reviews 
advances and techniques in re- 
search. 

2. A training course for research 
personnel. 

3. A clearing house for new 
developments in research. 

4. A closer liaison with U.S. 
colleges and universities to initi- 
ate and develop experimental 
research. 


= The meeting, 35th in the associ- 
ation’s history, had an attendance 
of 475. 


3 Every set of 


WET PROOFS THAT ARE 


GENUINELY WET* 


Oe OM 
Pe ees Ye 


plates intended for four 
color wet edition printing is 
both flatted and final proofed 
on modern four color ‘wet’ 


proofing presses. 


LENS, Inc. 


Beautiful Color Work + Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
’ Telephone STate 2-5367 ; 


Henry M. Stevens, v.p. of J. 


was elected chair- 
man of the board 


of the Four A’s, | 
succeeding John) 
P. Cunningham, 


executive v.p. of 


Ludgin, president | 
of Earle Ludgin &| 
Co., Chicago, was | 
elected vice-| 
chairman, and) 
Winthrop  Hoyt,| 
chairman of the board of Charles 
W. Hoyt Co., New York, was elec-| 
ted secretary-treasurer. 

At the same time, three agency | 
presidents were elected as direc-| 
tors-at-large: Kenneth W. Akers, 
Griswold-Eshleman & Co., Cleve- 
land; Marion Harper Jr., McCann-| 
Erickson, New York, and Victor O. | 
Schwab, Schwab & Beatty, New | 
York. | 


Henry Stevens 


® Directors elected for the various | 
regional councils: follow: Edwin| 
Cox, senior v.p. of Kenyon & Eck-| 
hardt (New York); J. Paul Hoag, 
president of Hoag & Provandie, 
Boston (New England); Dan W. 
Lindsey Jr., partner of Lindsey & 
Co., Richmond (Atlantic); George 
P. Richardson Jr., v.p., J. Walter 
Thompson Co., Detroit (Michigan) ; 
Harold H. Webber, v.p. of Foote, 
Cone & Belding, Chicago (cen- 
tral) ; Charles R. Devine, secretary- 
treasurer, Devine & Brassard, Spo- 
kane (Pacific). 

Frederic R. Gamble was reelec- | 
ted as president and a director of 
the association. 
The board elec- 
ted a new opera- 
tions committee, 
which, in addi- 
tion to Messrs.) 
Gamble, Harper, | 
Hoyt, Ludgin and 
Stevens, includes 
William R. Baker 
Jr., president of 
Benton & Bowles, | 
New York, and! 
Henry G. Little, 
president, Campbell-Ewald Co., 
Detroit. 


Mills Joins DuMont Sales | 

Gordon H. Mills, manager of | 
the radio department for National) 
Broadcasting Co. in Chicago, has | 
been appointed manager of the cen- | 
tral sales offices for the DuMont 
Television Network, with offices 
in Chicago. Mr. Mills has had 25 
years’ experience in radio and ad- 
vertising. He has worked for the 
New York Times and the Chicago 
Herald-Examiner in advertising 
and in 1931 joined Erwin, Wasey 
& Co.’s Philadelphia office. He was 
with NBC from 1933 to 1943, and 
rejcined the network again in 1949. 


Frederic Gamble 


Franco Joins Crosley 

Charles A. Franco, New York 
agency executive, has joined Cros- | 
ley Broadcasting Corp., Cincinnati, 
as consultant on its radio and tele-| 
vision activities. He will handle 
sales problems in Cincinnati, Day- | 
ton, Columbus, Atlanta and New 
York. 


Ruse & Urban Boosts Malooley 

Edmund G. Malooley, since 1950 
art director with Ruse & Urban, 
Detroit agency, has been promoted 
to v.p. 


c 


NO DRIP—Shown under test at the Na- 
tional Packaging Exposition is a new drip- 
proof container made by American Can 


|Co., N York, for h hold duct: 
Walter Thompson Co., New York, | °° xg he pp: Me ge epee 07 ede sags 


| ranging from ammonia to salad dressings. 


Sedgwick Joins Fir Group 


Dan B. Sedgwick, 
assistant sales promotion manager 
for Remington Rand Inc., New 
: York, has been named director of 
Cunningham & gealer merchandising for Douglas 
‘Walsh. Earle Fir Plywood Assn., Tacoma. 
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Advertising Age, April 27, 1953 


‘Family Shopper's’ 
Buck Joins Staff 


of ‘Everywoman’s’ 


New York, April 24—Tom Buck, 
head of Buck Publishing Co., pub- 
lisher of the suspended Family 
Shopper (AA, April 20), has 
joined the advertising sales staff 
of Everywoman’s. 

“I have to buy groceries for 
six kids,” explained Mr. Buck, 
but he added, “The situation at 
Family Shopper is precisely the 
same as it was last week.” 

“I have joined Everywoman’s 
as a salesman and intend to make 
it a fulltime career operation. 
However, in my spare time, I will 
continue my marketing research 
work for Family Shopper inciden- 
tal to my new position,” he said. 


@ Franchise-holders and others 
have been advised that the Shop- 
per is in a condition of insolvency 
and that the corporate setup must 
be rebuilt before going ahead, it 
was learned. “They [franchise- 
holders] know that this cannot be 
done overnight,” Mr. Buck said. 
“I fully intend to protect the 
investments of franchise-holders 
and stockholders,” he said. 
Family Shopper’s only issue was 


CANADIAN VERSION—Under a Canadian 
copyright, G. H. Wood & Co., Toronto, is 
marketing Nylast, nylon stocking rinse, with 


a 12-week newspaper campaign, radio 
spots, women’s and trade magazines. The 
name is the same, but the product has no 
connection with U. S. Nylast nylon rinse 
owned by Seeman Bros., New York. J. J. 
Gibbons Ltd., Toronto, is the Wood agency. 


Spot Radio Crusade 


printed by Art Color Printing Co., Promotion P icks Up 
New York, at their Dunellen, N. J., o 

plant. Bozell & Jacobs was agency Over 200 Stations 

for the publication. New York, April 21—More 


U.S. Court Okays Low Price 
on Hunt Foods Tomato Paste 


A request for a temporary in- 


than 200 stations in 44 states have 
joined the Station Representatives 
Assn.’s spot radio “crusade,” John 
Blair, president of the association, 


junction to restrain Hunt Foods | reports. 

Inc., Fullerton, Cal., from selling Additional subscriptions are 
tomato paste at “unreasonably | pouring in daily, he added. 

low” prices was denied by Judge} ‘The association launched its 


George B. Harris in the U. S. 
district court in San Francisco. 

The request was brought by 
eight California tomato product 
packers. After approximately six 
months of hearings covering only 
the plaintiffs’ testimony, Judge 
Harris denied the motion without 
requiring Hunt to introduce any 
evidence. 


Sparkling Life to Kimball 


Sparkling Life Inc. and Spark- 
ling Life Sales Co., Los Angeles, 
have appointed Abbott Kimball 
Co., Los Angeles, to handle their 


advertising. Sparkling Life is a 


lemon-lime soft drink. 


drive for station support for the 
“crusade” to promote national spot 
radio by direct contact with top 
advertisers and agency executives 
several weeks ago. One fulltime 
salesman has already been ap- 
pointed by the group, with other 
sales and research personnel to be 
added later if station response con- 
tinues to be favorable. 

Mr. Blair will be on hand to 
discuss the proposed program with 
station executives at the National 
Assn. of Radio & Television Broad- 
casters’ annual convention in Los 
Angeles next week. 


National Nielsen Ranking of Radio Shows 


Week of March 15-21, 1953 
All figures copyright by A. C. Nielsen Co. 


_ Last Minute News Flashes 
Four Agency Men Move to Lennen & Newell 


New York, April 24—Lennen & Newell will announce four additions 
to its staff next week. They are Richard A. Mancini, formerly art di- 
rector with William Esty Co., v.p. and art director; Leslie N. Daniels, 
formerly with Foote, Cone & Belding, copy supervisor; Martin P. Dwyer, 
formerly at Batten, Barton, Durstine & Osborn, account executive, and 
George Kern, last with Benton & Bowles, radio and TV media director. 


Chemstrand Schedules Fall Drive for Acrilan 

New York, April 24—Chemstrand Corp. will use 15 color pages in 
nine magazines this September to launch its fall campaign for Acrilan. 
Follow-up color pages will run monthly in three of the publications. 


‘| The schedule includes Charm, Glamour, Harper’s Bazaar, Life, Made- 


moiselle, Seventeen, The New York Times Magazine, The New Yorker 
and Vogue. Doyle Dane Bernbach is the agency. 


CCA Shapes Up New Circulation Audit Form 


; New York, April 24—Controlled Circulation Audit’s board has ap- 
proved a new publishers statement form and rules recommended by 
its auditing policies committee for reporting and auditing both paid 
and non-paid publications which qualify for and desire this type of 
audit. Details will be released about June 1. 


Dowd, Redfield Names van Urk Business Coordinator 


New York, April 24—J. Blan van Urk, previously associated with 
N. W. Ayer & Son, has joined Dowd, Redfield & Johnstone, New York, 
and John C. Dowd Inc., Boston, as v.p. and business coordinator. Mr. 
van Urk will have his headquarters in New York. 


Twyman Leaves Cecil & Presbrey for Ruppert 


New York, April 24—Kenneth Twyman, v.p. and account executive 
on Redtop Brewing Co., will resign from Cecil & Presbrey on May 1, 
to become New Jersey sales representative for Jacob Ruppert Brew- 
ery, New York. 


‘Everywoman’s’ Plans Rate Boost; Other Late News 


e Effective in September, 1953, Everywoman’s will boost its rate for 
. b&w page from $4,400 to $4,990 and for a four-color page from $5,840 
to $6,845. The guarantee will increase from 1,600,000 to 1,800,000. 


e J.C. Cornelius, executive v.p. of Batten, Barton, Durstine & Osborn, 
Minneapolis, is now in direct charge of the office there, following de- 
parture of E. A. Cashin to handle the Betty Crocker account in the 
New York office (AA, April 20). Mr. Cornelius will continue to super- 
vise the Los Angeles and San Francisco offices, but New York will 
supervise the Chicago office. The Minneapolis plans board will be 
headed by John M. Bridge, v.p. Other members are Mr. Cornelius; 
Philip F. Kobe, v.p. and creative head, and Bob Cheney, account ex- 
ecutive, who will be assistant office manager. 


e A merger between Venable-Brown Co. and Associated Advertising 
Agency, both of Cincinnati, will be effective May 1. Officers of the 
new company, which will use the Associated name, are Bruce W. 
Brown, board chairman; Sam Malcolm Levy, president; Templeton 
Briggs, executive v.p.; Bryant Venable, v.p.; George L. Service, v.p., 
and W. Wilson Lang, v.p. in charge of radio and TV. All other person- 
nel of both agencies will be retained. 


e Purex Corp., South Gate, Cal. (Foote, Cone & Belding), may join the 
list of network TV users in June with daytime and evening shows. 


e Sunbeam Corp., Chicago (Perrin-Paus Co.), will sponsor “Ethel & 
Albert” (NBC-TV) starting May 9. After an eight-week run the spon- 
sor will take an eight-week hiatus, returning to the show late in Au- 
gust. This 30-minute situation comedy was to have been sponsored by 
Pearson Pharmacal Co., but Pearson bowed out at the last minute re- 
portedly because of lack of station clearance. 


Hearst Net Income White Rock Opens 
Cut by Higher Costs Baseball Contest 


Los ANGELES, April 22—Hearst ; ‘ . 
Consolidated Publications  Inc., in New York F Irst 
New York, April 22—White 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,596) 
1 Se DONG CRPNRTRER TORENED, COG) ccrecsiccrcsconccssenseseicescrscrvesessecconseesers 5,863 
2 Rae GR WNED GOUT TIC, GIG) ceccsccssccscicsscctsccccccessosscescssvcsessoss 5,371 
3 Charts MeCarity Show GleGnul, CBS) ...ccsiscsssocsssrscessscsecoccevcccssesssceses 5,281 
4 ee I I MEM sais sdspsssecnsensdviendcveraéopeeactiamesdccsoxsuessstessidv 5,192 
5 PI SRN I SN, ID Sp ticesisisnesoscsiascesesinscwcichasbgpeiipcsensiaasedicioul 4,789 
6 ig UE TAIIO TD FARIIE, COB) oncsiscssccscscscncncssnesicsvecccecscnsseseicesests 4,386 
7 eee FIND PR SID dv etiin csv sii sinsveccestcivssscessocsesvcessessovciciesounl 3,939 
8 Seem CHG FFIEC) hcsscsecsessccivcsnsnssscccncicccssosesssisesucccsminens 3,894 
9 RG, SPR CIS FEI csrsisscstsnssscncnsicsstensensessacusnsssnesccninnale 3,804 
10 Godfrey's Talent Scouts (Lever-Liptom, CBS) o........0..cccccccccecscceeseesseeees 3,670 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,298) 
1 One Man’s Family (Miles Laboratories, NBC) .................cccccceecceeseeeees 2,283 
2 News of the World (Miles Laboratories, NBC) ...............c0:cccccesceseeneeees 2,283 
3 Gabriel Heatter (American Home Products, MBS) ..........0ccccccccccccceeee 1,969 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,925) 
1 Arthur Godfrey (National Biscuit, CBS) oo... cccccccssecceesseeesseeeseeseeeees 3,536 
2 Arthur Godfrey (Liggett & Myers, CBS) oo.....ccccccccccecseesseeseteeeeeees 3,401 
3 Romance of Helen Trent (Whitehall, CBS) .o...........0cc.cccccccccecceeeseeeees 3,312 
4 Cee Ge, I CRU. GHD ec tnnccttcecccccissscntinsisconcccssssencsversieass 3,267 
5 es I a adi iacsionscinddesiin mes ovsanbanabheintessuaasiacvexials 3,178 
6 I NE I io iicscrenoacsnavensasaakapwapvadscboibiegoundiianeyieselonediog 3,133 
7 PO WUD I, MI acd cssucicoccsossacribnsveducxovecnescemtabedapedabintuaientel 3,088 
8 EE SN I IIE Ghitsei sins. cies siccosssveedsinmatenstlabalssensieaee 3,088 
9 ee i Oe I SI IE | dicscessnrsicinvcccigsidegpaltnechoamaraiiicaiaal 3,043 
10 Fg REE pene re en ee eer 2,954 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) ; (1,119) 
1 TO SE III, SUTIN ss. ssacursccsssusconmngilnablenibtdbnaatbecseiocnensnlinal 2,193 
2 New York Philharmonic (Willys-Overland, CBS) oo........ccccccccecccesseeseee 1,969 
3 ee "diac eptinasidcaniediamanenibneencaneiel 1,925 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,432) 
1 Stars Over Hollywood (Carnation, CBS) ........ccccccccccccccccceeeceessceesevenee 3,133 
2 on ek ae ee or Ee 2,909 
3 ee eR een Len 2,372 


*The percentage of homes reached (Nielsen-Rating”) may be determined by com- 
paring the number of homes reached with 44,756,000, the 1953 Nielsen estimate of 
total U. S. radio homes. 


929,744 in 1951, reported its 1952 
net $1,603,753. The decline was 
attributed to rising newsprint 
costs, and to wage increases. 

Total operating revenues last 
year amounted to $183,785,414, 
compared with 1951’s $180,961,969. 
Profits before taxes in 1952 totaled 
$3,423,184, while the year before 
this figure was $6,111,897. Federal 
income taxes last year took $1,- 
819,431 as compared with $3,182,- 
153 in 1951. 


JAMES J. HARTY 

Cuicaco, April 22— James J. 
Harty, 71, who retired a year ago 
as a salesman for Sun Advertising 
Co., outdoor advertising company 
here, died of a heart ailment at 
Chicago Memorial Hospitai yes- 
terday. 

Mr. Harty was with General 
Outdoor Advertising for about 15 
years prior to joining Sun six 
years ago. 


Sleight Promoted to S. M. 

| George F. Sleight, with the com- 
pany since 1946, has been pro- 
-moted to sales manager of Trade- 
‘Wind Motorfans Inc., Los Angeles. 


which had a net income of $2,- 
Rock Corp. used a page in the 


Daily News yesterday to herald a 
baseball contest offering 10,000 
free tickets to games to winners. 

Contestants will send in bottle 
| caps and 25 words on why they 
|\like one of White Rock’s nine 
| Revere. There will be nine weekly 
contests, beginning June 4. Be- 
tween now and then, White Rock 
will run nine 200-line teaser ads, 
and use a weekly TV show (“Base- 
ball Hall of Fame”) and radio 
spots on WNBC. Point of sale dis- 
plays will go up in 13 grocery 
chains in the New York area. 

The drive will go into other 


NCAA Grid TV 
Report Indicates 
Continued Ban 


New York, April 24—There will 
probably be a controlled television 
plan for dishing out a college 
football diet to home audiences 
again next year. 

This is the impression one gets 
from the National Collegiate Ath- 
letic Assn.’s report on its findings 
during the 1952 season. Comment- 
ing on the fourth annual study of 
the effects of TV on college foot- 
ball attendance by the National 
Opinion Research Center of the 
University of Chicago, the NCAA 
report said: 

“There is considerable evidence 
that television, as it is today, has 
already approached its maximum 
harm to college football attendance 
and that, given the same type of 
limited TV program, the heavy 
losses observed in 1952 will not in- 
crease very much in future years 
because of continued growth in 
saturation. 


s “Almost 80% of the total foot- 
ball attendance was already in 
television areas last year, and nine- 
tenths of the colleges located in 
such areas are already subject to 
heavy saturation. The remaining 
non-TV areas are minor ones in 
terms of college football attendance 
and the remaining non-TV owners 
in the present TV areas are largely 
non-attenders. As TV ownership 
penetrates into the final one-third 
of the population, the additional ef- 
fect on attendance should be rela- 
tively slight.” 

The study indicated that live 
telecasting continued to “exert an 
adverse effect on attendance during 
1952.” In areas where there was 
no TV competition, paid admissions 
were 10.5% ahead of the pre-TV 
years of 1947-48, it found. In sec- 
tions with TV competition, attend- 
ance was down 16.2%. 


s Other findings noted in the 67- 
page report: 

In 1950, the last year with un- 
restricted video coverage of col- 
lege football, colleges within reach 
of TV sets in large numbers “lost 
40% of their ‘expected’ attendance 
because of TV competition.” In 
1951 these losses were cut at least 
13%. 

“Blackouts are not effective in 
raising attendance at games.. .al- 
though the 1951 experiment with 
blackouts was deficient as a clear- 
cut test of the situation.” 


Zenith Goes to Court with 
Suit for Chicago TV Channel 


Zenith Radio Corp., Chicago, has 
taken its fight for Channel 2 in 
|Chicago to court. It has asked the 
|U.S. court of appeals in Washing- 
ton to set aside a Federal Commun- 
ications Commission ruling April 
9 which refused to reconsider an 
‘earlier ruling dismissing without 
hearing the company’s application 
for the channel. FCC had granted 
| Columbia Broadcasting System 
permission to move from Channel 
4 to Channel 2. = 

Zenith also asked the court to 
enjoin the FCC from further action 
on Channel 2 until the appeal has 
been decided. 


cities where White Rock bottlers | 


are located, but New York is the 
lead-off city. 


Ellington & Co. is handling. 
FRED KRAMER 


SrerraA Mapre, Cav., April 22—_ 


Fred Kramer, 35, head of the West 
Coast network promotion depart- 
ment for CBS radio and television, 
died suddenly at his home here 
last night. Mr. Kramer joined CBS 
in a research capacity in 1944. He 
left the network in 1946, but re- 
turned in 1949, and took charge of 
the department two years ago. 


Munsingwear Repeats Yule 
‘Look-Alike’ Drive in ‘53 


Munsingwear Inc., Minneapolis, 
_will repeat its successful Christ- 
|\mas father-son, mother-daughter 
“Look-Alike” drive of last year 
with a four-color page in the Nov. 
30 issue of Life for Balbriggan pa- 
jamas. 

This is part of the budget in- 
crease which has been announced 
by Munsingwear (AA, April 13). 
Campbell-Mithun, Minneapolis, is 
the agency. The previous story 
erroneously identified Campbell- 
‘Ewald Co. as the agency. 
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Along the Media Path 
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@ Apparel Manufacturer, pub- 
lished by Frederick Kogos Pub- 
lishing Co., New York, celebrates 
its 20th anniversary with its May 
issue. The issue will have the pub- 
lication’s largest circulation of any 
single issue. Fred Kogos, along 
with announcements of the anni- 
versary issue, is sending silver dol- 
lars with the message that when 
he first started in business a friend 
gave him a silver dollar for good 
luck. Mr. Kogos’ note wishes the 
recipient “good health, great hap- 
piness, huge success.” 


e Starting with the September, 


BEAUTIFUL CORONATION 
DECORATIONS 
Deeply Embossed in 
gleaming gold finish 


Made in England 


a CROWNS 3 Sizes & 


# 500—6" x 5%” — $3.00 PER DOZ. 
#5039" x 9"—$4.20" “ 
# 507—11"x11"~$6,00 " 
ROYAL COAT OF ARMS 
1¢s ; 
# 506—12" x 9” $6.00 PER DOZ. 
#510—19"x13"—$12.00" " 


INITIAL “E” FOR ELIZABETH 
# 508—11" x 9”—$6.00 PER DOZ. 


INITIAL “R” FOR REGINA 
# 509-11" x 9” $6.00 PER DOZ. 


All prices F.0.B. Buffalo, NY, 


Write, Phone or Wire 
CREATIVE ART ON PAPER 
DIVISION 


WOODLETS, INC. 


2048 NIAGARA ST., BUFFALO,N.Y. 


1953, issue, distributing stores for 
Your New Baby, published by 
Parents’ Magazine Maternity Serv- 
ice Inc., will have the privilege of | 
selecting the advertisements they 
want to appear over their store 
signatures on the back cover. They | 


pecially for newspaper legibility, | 
and the headline style has also 
been modernized, with all heads 


“open” and flush left. 


Hirshon-Garfield, Boston and, 
New York, has been retained as the 
Post’s advertising agency. Gabriel 
M. Stern, executive v.p. of Hir- | 
shon-Garfield, who joined the 
agency in 1941 after 12 years as a 


Post advertising executive, is serv- 


ing as group head on the account. 


can vary the ad each month if they ® 4 Special 64-page rotogravure | 


wish. 


supplement, Today’s Bride, was’ 


The stores will be sent a booklet |PUblished as part of the regular, 


in May showing all ads of one col- 


umn or more scheduled for the, 


publication during a contract year, | 


and they will select the ads they | 


want from this booklet. The plan | 
will cost the advertisers nothing 
extra. 


e The Boston Post appeared in 
spanking new typographic dress 
Monday, April 20, and heralded 


'the event by airmailing copies to 


a number of advertising men 
throughout the country. 

The Post is now set in Regal No. 
1, an Intertype face designed es- 


\Sunday April 12 issue of the New 
'York Herald Tribune. Copies have 
'been distributed* to speakers and | 
guests who attend the newspaper’s | 
School for Brides during April and | 
to all girls in the New York area | 


ducted during the spring. The sup- 
plement also is being sent to 4,000 


and manufacturers in the country. 


ing tie-up program to 32 with the 


e Automotive dealers, garages and | 
service stations will tie in with an 
article in the May 5 Look, “Don’t, 
|Drive a Death Trap.” Special bul- | 


whose engagements are being con- 


specialty shops, department stores | 


signing of a contract with the Food | 
_ |Fair supermarkets chain. 


PATRIOTS DAY 
The Boston Jost EXTRA 
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A BIG DIFFERENCE—As part of a sweeping format change, part of a $150,000 


ni campaign, the Boston Post has revised its front page. At left, Page 1 


a year ago; at right, the new layout as 


of April 20. The paper now is using a 


new body type, Regal No. 1. 


outline of the bigger markets of; 


are being mailed to national and 
‘local advertisers and agencies. 


e Look has received the Public 
Service in Magazine Journalism 
‘award for 1953 from Sigma Delta 
'Chi, professional journalistic fra- 
|ternity. The magazine received the 
award for a series of articles on 


Journal of Nursing represents the 


e WMAL and WMAL-TV, Wash- the area, showing population fig-| greatest volume of advertising rev- 
ington, have raised the total of ures and retail sales figures and ‘enue in the publication’s 53-year 
stores served by their merchandis- percentages. Five thousand copies ‘history. In advertising linage, it 
is second only to the October, 1950, 


issue, which marked the magazine’s 
50th anniversary. 

Chatelaine says its April issue 
has the largest advertising revenue 
of any Canadian magazine for a 
single issue and has broken its 
own previous record. Linage was 
20.2% higher than in April, 1952. 


letins, reprints, posters and infor- 
‘mation on cars five years old or 
lover will be offered through the 
| Industry Highway Safety Commit-| 
tee and the Oil Industry Informa- 
tion Committee. 


‘|e WMRY, which beams its pro- 
grams to the Negro market in New 
Orleans, is offering a merchandis- 
ing program which includes: 

1. Mailings to retail outlets. 


BACK AT WORK—John Fox, publisher of : , , 
the Boston Post, welcomes Gabriel M.| 2. Key displays in retail outlets. 
Stern “back to work” as executive v.p. of | 3. Displays in WMRY store front 
| Hirshon-Garfield, newly appointed Post) windows. 

agency. 4. Advertising in Louisiana Groc- 


requirements may be — use 


e TaxiPosré | ip 


ADVERTISING 


WM. E. WHALEY COMPANY 


136 So. Fourth Ave. 


Whatever your distribution, WHALEY TAXIPOSTERS can 
pinpoint your circulation. Operating in over 121 cities 
from coast to coast, Taxiposter advertising is available 
in most leading markets. So whatever your circulation 


er and Louisiana Pharmacist. 

5. Contacting stores to check on 
flow of merchandise. 

6. House-to-house surveys for 
product information. 

7. House-to-house sampling 
through a WMRY hostess. 


|National Safety Council, the Inter-| 


ithe role of religion in American 
life, three of which ran during 
| 1952. 


e KLX, Oakland, Cal., has 
‘creased its power to 5,000 watts. 


Living for Young Homemakers 
sets itself a new May record this 
year with 101 pages of advertising. 
in- Total for the first four months of 
its 1953 fiscal year (February to 
May) is 313 advertising pages, an 
and increase of 34.4% over the same 
Claims: ‘period of 1952. 

Field & Stream for May reports; Coronet reports a 100% increase 
an increase of 20% in advertising in ad pages for the first half of 
linage and an increase of 21% in| 1953 over the first half of 1952. 
dollar volume. The magazine also|Total for this year’s half is 154 
reports the highest circulation in ‘full page ads, which is also a 
its 57-year history for the first new record for any six months’ 
quarter of 1953. | period in the magazine’s history. 

Electronic Design says it set 
“a new business paper record” 
in its February issue. An ad for a 
new miniature cathode ray tube in| 
that issue by Beam Instrument | 
Corp., New York, produced nn 
1,500 inquiries, 20% direct to the) 7m 
manufacturer. Salow & Associates, | / 7% 


e Department of Boasts 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspapers reach 
top circulations because of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
able. Write for FREE Proof- 
book No. 11. 


8. Point of sale promotion and 
newspaper advertising. 


e Columbia Pacific Radio Net-| 
work, after one and a half years, | 
has completed a topographic non 
‘in color of the Pacific Coast states, | 
prepared from a series of aerial) 
‘photographs. County lines in the | 
three states are marked. Figures | 
‘indicate the population of i 
‘county and its percentage to the) 
‘total population of the three states. | 
‘The 21 stations of CPRN are shown. | 
Part of the map is devoted to mar- 
| keting information, along with an 


Taxiposters for economical, 
low cost pene- 
tration. Write 


Passaic, N.J., prepared the ad. 


* 
The May issue of The American gt pe pa 


207 E. 37th St., N. Y. City 16 


LEADERSHIP 
IN ADVERTISING, as in sports, often de- 


pends upon a last-minute spurt of 


for rates and 


availabilities. 


" + -— feulsviile, Ky. | 
“inst COPY—Burt Oliver, Foote, Cone & 
‘Belding v.p. in Hollywood, receives the 
‘first copy of the new topographic map of 
'the Pacific Coast states being mailed by 
Columbia Pacific Radio Network. William 
| D. Shaw, general manager of CPRN (right), 
mokes the presentation. 


quality. We are proud to contrib- 


ute the final touch of photoen- 
4 graving quality to many national 


advertising champions. 
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GEISHA GIRLS?—Although these pretty Japanese girls flanking Mr. Hecht look like 
geishas, the publisher discovered that they were actually samplers hired by a 
Tokyo cookie company to help introduce a new product. 


Hechts Find American Magazines, Samplers 
Dressed as Geisha Girls on World Jaunt 


New York, April 22—One of the 
things that impressed George Hecht 
most on his recent trip around the 
world was the abundance of Amer- 
ican magazines and the fact that 
English is spoken almost every- 
where. 

The publisher of Parents’ Mag- 
azine and his wife returned a short 


while ago from a flying trip which | 
took them to 27 cities in 13 coun-| 
tries in a 10-week period. Included | 


in the itinerary were Spain, Italy, 


Israel, Egypt, India, Burma, Thai- | 


land, Indo-China, Hong Kong, Jap- 
an and Hawaii. 
“Everywhere you go people read 


During this “cold” war 
we're setting “hot” ads 


Same as we were ‘‘way-before- 

when". Some of those ads are 

JAY P still running. See our samples. 
WALK KKK KKERKKK KKK 
Advertising Typography 

11 E. HUBBARD ST., CHICAGO 11 @ MO 4-6134 


English,” Mr. Hecht said. In Bom- 
bay, for example, there are nearly 
100 locally published English lan- 
guage publications. The Hechts 
found a locally published English 
newspaper in every city they vis- 
ited except Madrid. Some of the 
Indian newspapers give the finest 
world news coverage in the world 
with the exception of the New 
York Times, according to Mr. 


|reading more and more English. 
Copies of six-month-old magazines 
/are conspicuous by their presence 
| on newsstands, he reports. 

. One exception is Japan, where 
not many people read English and 
| good magazines are published in 
the native language. Serious mag- 
azines do relatively better in that 
country than in the U. S., Mr. 
‘Hecht believes. 

' In Japan, children’s magazines— 


/most of which sell for the equiva- 


lent of 25¢—come in a package 
/with a paper or cardboard toy as 
la premium. 


| Outdoor advertising has achieved 
la zenith in that country. 


beautiful meons are to be seen 
there than anywhere else, accord- 


ing to the publisher, and outdoor) 


posters are used to sell everything. | 

For grand openings, large paper | 
congratulatory wreaths are sent, 
instead of telegrams and flowers, 
and displayed on the sidewalks, he 
commented. 


@ Russia seems well aware that} 
this Oriental country is poised be- | 
tween communism and democracy, 
Japan with cheap books on com- 


guage. 


Hecht. | 
# Most of the local dailies had/| 
very little advertising. He esti- 

mated the ratio of editorial to ad- | 
vertising at about 90%-10%. What | 
advertising there is consists most- 


ly of cosmetics, soaps, toiletries 
and “that best known American 
trade name,” Coca-Cola. 


Opportunities for U. S. publish- 
ers to increase the circulation of 
their magazines and books over- 
seas are tremendous, the publisher 
of Parents’ believes, especially 


main street was a book store and 
i'that more books per capita are 
|/read there than anywhere else in 
the world. 


Friends of Mr. Hecht who would | 


like to know more about these 


| travels, which were made primari- 


ly to observe child welfare condi- | 
tions, will have to wait until the | 
fall when he expects to have a, 
book he is writing published by 
McGraw-Hill. 


among the intellectuals, who are 


KNOW 


that sales 
are made 


ADVERTISERS 


No-Pack Mat for 


Newspapers at 


Field-Test Stage 


(Continued from Page 2) 

ing rapidly. 

| Comet Press, New York, is in 
commercial operation with dry 
offset. This program was initiated 
under guidance of the ANPA re- 
search department. During March, 
‘Comet produced the first book ev- 
er to be printed by the dry offset 
method. 

| Another cooperative program in 
this method is being conducted by | 
| Speaker-Hines Co. It prints the | 


71 


on a new type reel stripper and| matic justified or positioned lines 
sheeter for salvaging waste news- of type. 
print and producing it in sheet) 
form ready for proof press work | ® The matrix disc is 8” in diameter 
or for copy paper. The machine is and weighs 1% Ibs. It contains 
about ready, the report says, to be | transparent images of the charac- 
assigned to a manufacturer. ters. A font consists of 88 charac- 
The prototype model of an auto- | ters and occupies one semicircle on 
matic stuffing machine dev eloped | the disc. A disc carries 16 complete 
by Dexter Folder Co., and field | fonts. If different combinations of 
tested in 1951 and °52, has been | type fonts are desired, matrix 
completely redesigned by the com- | discs can be interchanged in about 
pany. one minute. 


More | 


Mr. Hecht said, and is flooding) 


munism printed in the native lan-| 


® Tests are also being made on 
production models of a redesigned 
rotary stuffing machine developed 
by Sheridan Machine Co. 

Cooperative research is being 
conducted by the ANPA research 
laboratory with 38 cooperating 
| manufacturers and suppliers. 

Among the more important of 
these cooperative programs are a 
| project to develop a fully auto- 
matic mailroom system in con- 
junction with Cutler-Hammer 
Corp., Milwaukee, and develop- 
‘ment of an automatic feeder for 
ithe Speed-Au-Mat mailing ma- 
chine undertaken by Addresso- 
‘graph Multigraph Corp., Cleve- 
land. 

The 1953 mechanical conference 
of ANPA will be held June 15-18 
at Milwaukee. 


| 


| 


In Israel Mr. Hecht was told that | 
every eighth store on Tel Aviv’s| 


# International News Service, in 
its annual report, announced two 
major developments in _§high- 
speed transmission of news photos. 
/One is a new facsimile wire circuit 
over which news photos are trans- 
mitted on leased telephone lines 
to newspapers in the U. S. in a 
form enabling their immediate use 
|for halftone engravings. 

The second development is a sys- 
‘tem for transmitting a regular 
| flew of news photos to foreign cli- 
ents by means of radio transmit- 
ters leased for fixed daily periods. 


FOTOSETTER, PHOTON 
MACHINES MAKE GAINS 

New York, April 22—Both In- 
tertype Corp. and Graphic Arts 
Research Foundation made special 
presentations of their new compos- 
ing machines at the ANPA conven- 
tion here this week. 

Intertype’s new motion picture, 
“A New Era in Printing,’ which 
presents its Fotosetter photograph- 
ic line composing machine, had its 
premier yesterday, and the foun- 
dation’s photographic type-com- 
posing machine, the Photon, was 
demonstrated to newspaper execu- 
tives. 
| Intertype’s color film shows how 
|the Fotosetter machine works as 
an automatic, photographic line 


} 


_monthly publication of Michigan composing machine that produces 


W. W. Garth, foundation presi- 


| dent, said that he expects the 2,000 


Ib. machine to revolutionize type- 
setting and at the same time halve 
costs. The machines will be leased 
and not sold. Ten production mod- 
els of the Photon are expected to 
be placed in commercial operation 
within the next few months, he 
said. 


Guardian Loan to Getschal Co. 

Guardian Loan Co., New York, 
has appointed Getschal Co. as its 
first agency. Plans call for daily 
newspapers in the metropolitan 
New York area. 


o9 


VIPS 


know 


this 


> 
9 number 


Oakland Area 


That's why they 


| OAKLAND 


Only The Tribune, with the Greatest Home 
Delivered Circulation in Northern California, 


gives complete coverage of the Metropolitan 


concentrate 
in the 


TRIBUNE 


“ CRESMER & WOODWARD, INC. 
i Representatives seer caer Sunday Magazi 


Automobile Club, of which 50% of 
| the pages are printed by the dry 
| offset method. 


® Because of widespread interest 
in stereotype reproduction losses, 
the ANPA laboratory is engaged 
in an attempt to develop an in- 


‘paper dispatch departments or 


_ Stereotype departments to examine | 


advertising agency material in ad- 
vance of publication date. It is 
expected that a suitable instru- 
ment will be developed during 
1953, the report says. 

A web tension control system 
has been installed at the Tribune, 
South Bend, Ind., for extensive 
field testing. 

A new hand-held gauge for use 
by type casting machinists for 
checking accuracy. of cast slugs 
has been perfected and is being 
manufactured and sold by B. C. 
Ames Co., Waltham, Mass. 


-§ Work has been completed on 
modification of welding equip- 
ment for use in newspaper mail- 
rooms to eliminate waste of wire. 
Field tests indicate a reduction of 
|70% in wire waste. The device 
will be marketed this year by Do- 
All Co., Des Plaines, Ill. 

Work also has been completed 


ome, 4 Wye hak 


| justified composition in galley 
form directly on film in one oper- 


strument which will enable news- | 


ation. This composition can be re- 
produced on _ offset-lithographic, 
| gravure and letterpress plates, us- 
ing standard platemaking methods 
in each case. 


s Harry G. Willnus, 
president, said that his company 
has completed tooling up for quan- 
tity production of 


been installed in printing sed 
throughout the country. 
The Fotosetter is built on the| 


Intertype | 


Fotosetters. | 
About 50 of the machines have) 


familiar principle of the circulat- | 


ing matrix, and resembles a regu- 


lar slug casting machine. Correc- | 


tions, it is said, cost no more than 
those made by conventional meth- 
ods. A precision punch knocks out 
a line and prepares another for in- 
sertion as quickly as taking a line 


out of a form and dropping in a 


new one. 

The new electronic typesetting 
machine, Photon, developed by 
Photon Inec., Cambridge, Mass., 
under license from Graphic Arts 
Research Foundation, is operated 
from a standard typewriter key- 
board at full electric-typewriter 
speed. It produces a photographic 


positive or negative having auto-. 
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who specify and buy 
ad composition 

for lop Chicago 
agencies, 

gel qualily 

lypeselling and service 
tailored 

lo their needs, 

with cost savings, 


by calling 


FWA 2.6800 


and asking for 


Agency Ad Compositior 
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© 1953 Chicago Show Printing Co. 
* Lithographed displays for indoor and outdoor use 


¢ Animated Displays + Mystik® Self-Stik Displays _ 
* Stanzall Outdoor Signs * Mystik® Can and Bottle Holders 


Cardboard Displa Cloth and K Fiber Ba nd P M ® Self-Stik Labels y Y 
sn tata ae ae wert'siid at the POINT-OF-SALE 


“It seemed the campaign had everything— 
slugging copy theme, shrewd media selection, 
strong budget. But I awoke just in time to 
one weakness—we were missing that pay-off 
punch at the point-of-sale.” 


Nightmare? Yes . . . but it can happen in the 
best of marketing circles! 


How about your advertising at the point-of-sale? 
Are you getting the results you want? 


We are geared to serve you in this one vital field 
of advertising. We create point-of-sale ideas 
that sell. We design and produce displays of 
every kind . . . displays that are practical, 
usable and command best locations. 


Our nationwide organization ‘is ready to go to 
work for you. . . your advertising department or 


agency. May one of our account executives 
call soon? 


Tell your secretary 

to write for ‘Idea File”, a 
collection of point-of-sale 
ideas that have given 
advertising men pleasant 
dreams! Chicago Show 
Printing Company, 2640 N 
Kildare, Chicago 39; 400 
Madison, New York.17. 


Trademark MYSTIK U. S. Patent Office 


* Booklets and Folders 
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